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MEDIA: STILL 
THE AGENCY 
STEPCHILD? 

Although its role has 
boomed, its status and 
pay levels have not 
kept pace say admen 
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to Mutual since 
3M took it over? 
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"next to KONO-tv. . . 
• this is the best way 



to get your message 




Gef fhe "Inside Story" on San Anfonio Television 
Represented by the Katz Agency 
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Just as important as one's 2nd shoe is 
Michigan's 2nd TV market ... that rich 
industrial outstate area made up of 
LANSING -FLINT- JACKSON and 20 
populous cities . . . 3,000,000 potential 
customers . . . 684,200 TV homes (ARB 
March '60) . . . served exclusively by 
WJIM-TV for 10 years. 



WJ I M -TV 



BASIC 




Strategically located to exclusively serve LANSING . . . FLINT. . . JACKSON 
Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA 
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ARE 
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AT 
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NAB 
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You mill be surprised 
and delighted! 
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fou can't say gypsum in a headline, 



or Son of WMT Strikes Back 



Imagine a Fort Dodge station advertising in 
Sponsor. They must be loaded, people will 



say. 



That's a calculated risk we'll have to take, be- 
cause the time has come to tell the world that 
the gypsum one George Hall used to perpetrate 
his "Cardiff giant" canard came from a bed 
just east of Fort Dodge. 

Many a pear-shaped canard has flowed under 
the bridge since 1868, when Hall carved his 
hunk of gypsum and buried it in Onondaga 
County, New York. One we'd like to de-hoax 
forthwith goes something like this: "Who 
needs a daytimer in the county seat of 
Webster County, 85 mi N by W of the state 
capital, located on the picturesque Des Moines 
River, served by four railroads, an airline, 
and assorted highways, with a large trade in 
grain, gypsum and clay products, with a com- 
mission form of government, that was named 
after Col. Henry Dodge ( 1782-1867)? 1 ' 

You do, if you want to fill the gap left by 
the signals of stations on the periphery of our 
North-Central Iowa coverage area. Slop-over's 
fine for hog pens but it's no way to cover the 
big state of Iowa, where people live every- 
where. This is a job for coverage stations like 
K-WMT, whose 5,000 watts, newly acquired, 
push the 2 mv/m line past Iowa's western and 
southern boundaries, and make our 0.5 mv 



daytime coverage area the largest of any sta- 
tion in Iowa. 

Lagniappe: Advertisers running schedules on 
K-WMT concurrently with schedules on WMT 
can combine to earn frequency discount on 
K-WMT. 

K-WMT 

Re presented by Everett-McKinney^ Inc. 

540 kc • Iowa's finest frequency • 5,000 watts 

Mail Address: Fort Dodge, Iowa 

Affiliated with 

WMT AM & TV, Cedar Rapids— Waterloo} 
WEBC, Duluth. 
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IN MADISON 




• Now in 1st place 6 p.m. to mid- 
night (Mon. thru Fri). WKOW- 
TV increased its share of audience 
by 32%. (ARB-Madison Metro— 
Nov. 1959; Nov. 1960). 

• In just 12 months the 2nd station 
lost 12% and the third station lost 
16% in share of audience. 

. WKOW-TV noon to 3 p.m. 
increased by 33%; and from 3 p.m. 
to 6 p.m. audience doubled. 

• 6 of the top 10 shows are on 
WKOW-TV. 

• The audience has switched to 
WKOW-TV! Now is the time for 
you to consider and reconsider. For 
1st place sales power switch your 
pitch to WKOW-TV. 



WKOW-TV 

and 10,000-watt WKOW-AM 



TONY MOE, 

ce-Pres. and Gen. Mgr 
Represented nat onal y by 
THE BOLL1NC CO. 

In IVinneapo s by 
WAYNE EVANS & ASSOC 




MUlcontinent Broadcasting Group 

WKOW-AM and TV Madison • KELO-LAND TV and 
RAO 10 Sioux Falls, S. 0. • WLOL-AM, FM Min- 
neapolis-St. Paul • KSO RAOIO Oes Moines 



NEWSMAKER 

of the week 



Pierre Salinger, press secretary to President Kennedy and 
nationally famed news purveyor, turned into a newsmaker 
lost week in Pittsburgh as lie addresed 400 broadcast execu- 
tives attending the fourth annual W estinghouse Broadcast' 
ing Co* public service conference. Speaking informally, he 
commended broadcasters for their cooperation, urged more. 




Pierre Salinger 



The newsmaker: Pierre Salinger was alternately serious 
in his assertions, bemused by questions from his audienee, and hap- 
pily paeified with a cigar at the opening day luncheon of the WBC 
conference last Monday. 

Joviality was combined with hard-hitting sincerity as he com- 
mended the progress in coverage of Governmental and political 
e\ents "during the past six months*' and asked broadcasters to do 
two things: 

1. Pay more attention to the Presidential press eonferenec by 
carrying "full text" — making eaeh one 

available to citizens regularly and in com- 
plete form: 

2. Pay less attention to the "trivial, ' 
which he sees as "a continuing trend in the 
communications field over the past few 
years." 

He commented on "a disturbing trend" 
in networks and stations not carrying the 
full Presidential press conference and 
urged broadcasters' re-appraisal of policy. 

The conference, he said, is "not a network or a commercial show 
It s a significant news event," and as sueh should be available to i 
maximum national audience. 

lie deerieel claims that the President would he "over-exposed 1 h 
such a continuing scries of tv and radio reports. Said Salinger 
"the President isn't comparable to a juggler or a eomic: he ean't b> 
over-exposed." Over-exposure isn't a danger, but the trend to th 
trivial IS. 

He sees the trivial "beginning to assume proportions of impoi 
tanee" — with the trivial concerning sueh information as the type c 
shampoo or soap used in the White House, the eolor of the Fin 
Lady's stationery. 

These examples of omission and commission, he warned th 
broadcasters, add up to a waste of communication channels. "I 
clog them with anything other than the most important is a wasl 
of time and talent." Communications, in his view, ean help solve tl 
two most pressing problems of today: "how to better inform an 
cdueatc our ow n people as w T ell as the international community." 

Salinger is regarded by his news colleagues as a speeial breed < 
communications expert; though only 35, he has been a journal^ 
editor-researcher since 1912, a political observer sinee 1916. ^ 
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Why WINK-TV 

bought Warner's "Films of the 50's'; 



Says Joe Bauer: 



"Every year we scour the market for better and better 
featurefilms for our sponsored Thursday night 'Variety 
Theatre'. With literally thousands of films to choose 
from, we decided the Seven Arts package is 



IN A CLASS BY ITSELF 



"The sponsor is convinced his show is now giving the 
Fort Myers audience the best feature film entertain- 
ment that money can buy." 

Warner's Films of the 50's . . . Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 



NEW YORK- 270 Park Avenue 
CHICAGO- 8922 D La Crosse, Skokie, 
DALLAS 5641 Charlestown Drive 
BEVERLY HILLS 232 Reeves Drive 



YUkon 6-1717 
OR 4-5105 
ADams 9 2855 
GRantte 6 1564 



for list of TV stations programming Warner's Fflms of 
the 50's see Page One SRDS (Spot TV Rates and Data) 
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Homes— Idaho 



Cedorhurs -$23,500. Mdrnzd 

4 briroom Colonial. Need* noihwc bul 
a lamily to live in it Uvini roofn 
lirrpiic*. dinioc room, couotry i.iebrn 
laundry 4t h bath on lint flour. All 
i pa clou > Full batemenf, aitlc. Low 
U-X<i principal! only 

IE • T7T7 



■lilt Nf>Mtl 7^rt»H» l»la«lal 3 
brilrm* m*<d i (tn. 24 bathl Com 
plttely modern Nr *chl ihvot franill 
Reduced to t» 0X*J Leaving >lalc. Lll- 
II a il L MllChetl FA 1 *791 F R l-»**4 
tint MIVH1 i.|*»lt» Chatre l»ca- 
( loa. S-rm apti a»i' »tle iZv^A In 
come A»a c Cl.mo. Uliuo L Mitchell 
■ a 7-r!w FR l aw 

Cedorhurs ChormmgColoniol 

6 rm. 3 bath. *c* modemued. $35 000 

Sev t i ;ua M. f.i.rr 4.i ^' 

"ittlfMMrO nea«l t \*rm. $ e*»n> 

pieie oaim 2 car iar. altic Mt bamnt 
Well laodKaxK^t Prioctpal* onLf IE 

Ii Ml M>ART 9 rm Cape, krlrk « 
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fumtthed Flrrpiac* 2 bedrooma Plot 
iaci.00 mite i*immini. boalinc 
funma Prtc* H2 000. Call Moo-Frt 
»-5 NYC El &-J4U 



Homes— Wyoming 



CU.4M *l K— «<••! 14 rt 1* lalaoUl 
^ acre 7 iae modn rmi IW Whi re- 
frie wa'her drier itormi scrcena. 
p^wer mo«er etc HI CI mne tlia mo 
H»»» Yotrst t 



COriAGtl. New J-kflfm C«P*. *«'t' 
for Eirtulive but unxued Fltlditone 
Irlm beautifully landscaped Adiarcni 
to fChwli. sia St ihoootnf H 7 300 
Muit lo apprcvtaie Owner. 
AMltyvtlie 4-4314 it i- )Ion to FrII 



DARlt COl MR1H»KD»' gtt!>TS 

t»M COLONIAL— 2 STORY— with 3 
brdroomi 3 baihi. pelnhttul wllh 
nict fit"* cJ roomi Bit. tictif ane 
airy. Acre plxu 

»6i.00O 

f»l HOSPITABUE COLONIAL-Spa 
clous In and out 4 double bedroom 
and one ilnile — I barhi Braullfu 
piayrf*>m 1st lloor. O* er An acre 
with Scund view 

$^.000 

ISC0 1 FLOOR COUNTRY HOME on 
an acre plus Unuiutl drlaili foi 
eracioui living and enlcriainlm 3 
brdioumi 2S (Karate tile baih* 
2 llvtne room*— 2 fireplacti Tallur 
made kiichrn modtmly equipped 
Much to admire-— a f rm fo own. 
165 000 

1 5 Co rbin Drive opp P O. OL 5-149 7 

34,1(11 Krlrndltett If r »rr Area 

few mln FievI schl ehurrh. ihoo cn|i 

train Charm newly painted colonial 
3 bdrms 1^ bth * * crpl cuit drapei 

I bierirni A attic le l«d«;pe yd. Brinr 
T rantlerted U w 30 l Oanrr OL TT1 * 

>4R1L C-ir old Cape. 4 ler Hnu 
2 bathl walk beach. 130 000. 

Peltry Brrt»n Sherwood OL 5-2S*» 

DARlt -hi U MM L tOlXJM*L ON 
ACRE IN 2 ACKE ZONE $4:000 
SOUND K E_A LTY. OL 5-4412. 

DtRIE Calif Ranrh. $ bedrmt. IS 
bthi acre 2 car cat .... 147 500 

ROSS P. WILKI.Ns OL VS759 

J7< Poil Rd Dane OLIvcr J-I443 

Established Ovrr 3o Years 
I EMBER DARtE BOARD REALTOR? 



Homes — Montana 



Homes — Nevada 



LmUU> JUST LISTED 

cut torn butJl-unc year old Co- 
lonial Panoramic virw ot L. I. 
Sound 4 bed rmi m baths, de- 
lude kitchen. Dry bascment-po- 
lennal playroom. 2 car far At- 
tractive plantinca. Tranaferred 
owner, t-12. 500. 
Sun by appt. Mn Lawrence OL 5-2152 

LtHDOV Commntlnf. t'ol*nljl ipllt 
over S ac 3 bdima. 2 lilrd baths, hv 
m fpl Dm in e ell. scr porch, a-1 kit 
T anrlled family rm. On dead end circle 
44 .900 

Complete de^rrlpttona by mall 
Sho*n only *>r 

JOt'GLAltTON MllIS 
Up a quiel oounirv road to an 
decant Soulhrn Colonial intrcratlna 
tenrrous prvpc*rtions & ncrllent 
coniirucilon L.ive entrance lnycr. 
Ilvinc rm. fircpl sepirate dininc 
rm. enlra special aitcncn w buill* 
ins. break (art arri 4t laundry, 
family rm » ilidint tlavs d«i.ri to 
pat In. den. 4 brdrmi 24 baths, 
basement, carafes On l»vei 14 
acres with communlly awimmtnx 
lakr. $46 900 



I MM H I tlf VTAIN U2.9H 
IliCh Rtsc Rartcn wllh i bedrmi 14 
brha formal dm rm. )Ci74 pan id lun 
rm ctr Model al Clt) St * Newbrld.e 
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Rd or call: 
DUFFY 

i U\ll1t(tL It Lakcvllle IiUUi Ranrh. 

ill 500 3 Mini 2 bth. full btmt. 
att screened In brrrte»ay St car. At- 
lie Ian. all applncs. many extras tncl. 
2nd cr. Take ovee *% CI mice. Won- 
drrf*J_Denhboes._^IV_J-J243 

L4ST^MHItHf II**(4*r*^N. et*lc« hall 
Ranch, finished baiemtni. 2-tone 

hratinc, w w carpel Inf. air-eondl- 

lionrr. at itched carac*. patto laret 

ihade Irrri A many enesi. PrinclpaU 

on^y JZJ 500_ IV l-0t><3 

E HMtlttiflt tikentlta Ranrh 3 bed- 
rms carace, cmerrd pal k>. tin bsmi. 

w.w carpel strms * scrns dishwasher. 

waiher & dr er (■ t-1 mice $23,500 

PHnclpaia only lV_3-?fi0J. 

tT^fil VKItnllt KVPRfrSH-Larc* NPHi" 
Levrl. playrm-flin baseml . carace 
Brick St Cedar Terrific neifhborhoodl 
$10 yJO EXPRESS REALTY 1TM Kemp- 
stead TP»e Cail Meadow IV 3-KS1 

t\»T _ UVIlltnt R $H.$*« 

ALL-BRICK RANCH 
V4 Acre - 2-cor Gor - 2 Bfhs 

THE BUY OF A LIFETIME t no eaac- 
ceratlon— « Ifr-yr-old All- Brick Ranch 
worth many ihousands more! on \i-acre 
nursery croundi, fealurei 8 enormoui 
rma. Incl larc* din rm eat-In kitchen 
25' II v rm 3 l«tn-ilted brdrms. 2 
lull baths Custom features Incl plaster 
walls -e eip attic for 2 more bfdrms. 
Near public & parochial schools 
REDUCED FROM $23,500! 



Homes— North Dakota 



CltllNF B«ltd sirlctt esncn. sU.lrnt. 

3 bdrms. lull bsmi. far. title fan 
plait e r. sloriws * sc wens LO I •'fit 
(.III 1 M. 7 m 3 bedrm all »rlek 

nnch I in twml i bths. plenty ts- 
rai $23.tft). FL 2-4376. 

tMl 1 \( Calafltal 7 rmi MIMt 3 
brdrms den. lull basmi, many exiess 
included FX 2 n-Jtjj 

r*>KMINCD*Ll' "iptit. trlek. cedac like 
new See lo appreciate. 3 bdrm. 14 
blh. fu'l bustf. ealras $19 9». Pvt. 
~H « >-M 

FARMINGDALE. BRICK SPLIT 

t rooms. 14 baths I ?i acre On court 

£t t r ai $t9»90 Cf lapel « 6957 

I ARMINGD4LE. Etc spill. 3 l-edrmi. 

2 baihi. rre rm ihaded 'ol $:t.500 
Pnncipali only CHapel 9 165 1. _ 
FARMIVGD4LE 7 yr hrttk. rtrirk. 6 

em. 3 bdrm. fm btmt. ear. 2 patios 
ealral. Cd loc $111000 CHapel »-I9f7. 

LIIELAE TAtLK $rl.3»° 

ENGLISH TUDOR 

BRICK-SLATE-STUCCO 
5 bit bedrmi 14 on one fir 1 room for 
tolal of 7 brdrms Macnlfieeni Archl- 
teel ure St com I rucllon SS tt liver m 
flrldslont lirrplace banquet dlncrm. 
lie modern eai-in kitchen den on lit 
fir. fin batcmeni 2 baihs 2-car 
Carate. Close lo afl conveniences. 

Fleldalonc 3-1100 
251-10 I fLLSlDE AVE 



LA.sT IIVKMIIIK hrtek. 3 bdra>. ele 
hall ranch. Dtwly dre. new carpel Inc. 
many eitrat. 60aI00 la^dKaoed. enei 
porch, seni shop $16,500 su 1-2&8C 

t*ST _ M VKIliM ll~Cape Cod. 6 yriTs 
brdronmi family rm pallo. Ire shade 
I re e* jtorroi. screens 30' dormer, ask- 
•ni $Ii00O IV 1-0 

t*ST lURRflllt. S»h«rban Cirews. 

Top location 7-rm Spilt 14 blhi. 
huce pliyrm btmt. car covered brk 
patto. 44*V mic e Ex t ra) PE 10135 

t \ST~l Vldltll Il-J. Martin Del Rl«. 

7 room ranch den. furnished baur- 
menl. ealras . \29 900. IV 6-6879 

E M Vltl.f'tll'A Itedrm rsneh. 1 bthi. 

2-car far 1-tone hi flnlthed bj'.mi. 
• Ir-eond.. rtlrti a fortune In ealras. 
f, mtc. $» PY S-7K2 



E 4>T MF ADO Jauph Martin Del tl* 
ipaclout ranch, reniratly air cond 
fin baicmt. 2 pallm w'w carpetfnc 
msny rat«i. $31,000 IV 3-1434. 

E ME ADO Lkvlle. Rek. Real Swmi»i 
Pool, llvini rm w ip) 2 Mslr Bdrms 
Plus 2 Bed Pine Panld Den 2 BthJ. Fin 
Biml. Car. $35,500. IV 9-«44. 



Dtl R PARK 5 rm Cape, trick A 
aibeifns drad end nreel. full bun I A 
a Mlc Many eatras. $i5aop MO _ 7 6iI2 

DLI-R PARK 1 rm iplll. w/wn turn. 

csrace. Carpel. Appliance! Storms 
Scrrrni. Fences. M O 7-28^ 9. 

EAST IHMP1 — IbartBtni 

Cuttace tn wooded area. Completely 
lurnlihed Fireplace 2 pedroomi Plot 
IftOiiOO. V, nult swimtninr. boatinc. 
fiihtnc Price $12 000. Cait Mon-Frl 

9 5. NYC El 30410 

t*!»T M*"KtON Archlteetural irm, 3 
ipactoui rms. Ilv rm 32it6. oil heal. 
Sound view Beach nchls. A, acre. 
$n000 TR 3-2444 

t M14DOW $IC.C00 All bra (ape. 
ovcrssd frndt. 4 bdrm bunl. car, Irunl 
St rear tcrr. ealras. conven t. 

BELLMORE. H9.0»0 6 yr old split 
atl car. 1 Ic rm. cov patio, eatras, 
$16. two eiltt mil Save tecs 

E. HEMPSTEAD H7.5O0 ovcrsad 
Cape, t ye old. 4 bdrm iep din rm 
bimt. det car. pallo newly decor. 

HEMPSTEAD. E $10 000 brk * 
thrift Cape 2 bdrm ♦ fam rm. ex- 
pansion bimt. iae, eitrat. clly sewers 

1194 Fulton Ave Hcmpitd. IV 6-2«M) 
2090_Front SI . E Meadow IV 9-1WO0 

E\ST ML4DOK $19.9* 

ALL-BRICK RANCH 
V* Acre - 2-cor Gor - 2 Bths 

THE BUY OF A LIFETIME I NO *sae- 
cr radon— a I0-yr-Otd All Brick Ranch 
wurrh many Thousands more' On U-acre 
nursery crounds. fealures 6 enormoui 
rmt. incl tarne din rm eat-In kitchen 
»■ Ilv rtn 3 twin strcd bedrma. 2 
full baihi Cuitom lealures Incl plaster 
w«]lt * tip aitlc lor ] more brdrms 
Near public * ptrnrhial ichra^li 
REDUCED FROM $23,500! 
■12 Fulton Avr. I lem» IV i-W M 

t-*»T M1.4IIOH PRDTI- R — UIV> TAX 

FULL htSSION SCHOOL AREA 
See the NE* 1961 

Colontol & Hi Ronch 

4 pedrm 3 bathi 2-car csract A 
leaturtnc the ALL NEW 
VIJsTORA.MIC KITCKLN 
• I Ihe low low preview price ol 

$22 ( 990 to $24,990 

Mradow Pk-ay fo Hrmpit Tpkr 

richl leatli 1 mile to Belimore Rd 
HlChl 1S01 6 btka to model PE I-M46 

LAST MIA DOW IramaraliU 7 rm 
Lakrvllle ipltt level on C&iIM prutcs- 
slonally landscaped plot offtrs 3 larct 
bedrmi full dtntnr rm larct llvini rm 
wllh Urtpl 2 lull baihi. full bunl 4- 
plairm fully air cond IhrouChout car. 
screened pailo. eatras calore. Top Lo* 
cation. $27 500. 
100 7 Hemp st T^ke. Eatt Mradow 



E MFABO i*lld brk 7 rmi. 14 bathl. 

Si Itvtl. 2- car car, ilormt. scree n» 
apptlaT-s beaut w* carpti landscap- 
Int $M.OOO IV 1-6744 

LAbT MtADO -4 bedrm all Brlrk 
Cape. 14 balhs lull bunt manv 
estras. imtnseuiaie. $17,500 IV 9-06L3 

£ MtADO Lie. mo4rm brk. 7 rma. 

Ctr hall din rm. bsmi att tar. preh. 
K, ac. Estras. $20 700 IV 1 



t*. NO RTKPORT— Tesmf erred Assume 
4S*V CI mice Cape Cod 7 rms 2 
complete MM ctaued-In tubs M"dn 
kitchen din rm i'v rm •'I'h mahncany 
pantitni. mural paper, built -In cabinets, 
lire pit rr Jalouifed bretteway atf car 
Alum storms screens Full bsmf built- 
in storaat space 20«15 pallo. Fenced 
In area. ' acre. FHA value s:i 000 
Owner sclllnc af $21 000 Principals 
only FOrest 8-0 192 

E. NORTMPORT-4-ra Cape. 4 mtn, 
14 bathi. car. <ull bsmi. alr-eondl- 
tloner decortior shades Patio. *alk 
to RR. schools churches. Asklnc 
518.500. FO 8-18*3 

E MtADO Lee. modem brk. 7 rma. 

cir hall, din rm bvnt afl car. prch 
»4 ac- Exiras. 120 700 IV I-22M. 

£. NO RTHPORT—Tesnif erred Aiiame 
4W CI mise Ctpe Cbd 7 rmt 2 
complete Mhi. cUsaed-ln fuba Modn 
kllchen din rm Ilv rm »i'h mah-"e*ny 
panettni. mural paper, bulll-tn cabinets, 
fireplace, ,'siousted brccieway alt car 
Alum storms screens Full bsmi bullf- 
tn stocaie apace 20H5 patio Fenced 
In arta. acre FHA value S21 000 
Owner sclllni at $2f.OO0 Principals 
only Forest 8 owi 

L. NORT'tPORT— *-rm Cape. 4 

14 balhs car. full bsmi. alr-condi- 
tloner r*tcora)or shades patio, walk 
to RR. schools cburcheK A Ik in c 
318.500. FO 8-1853 



E*ST NORWIC .North Shnrr 

SENSATIONAL BUY 

lor person with discriminative taste 
Contemporary All Brick Split Level 
3 bedrma 3 baths. Thtrmosfallcatly atr- 
condltlonrd thruout. 2 tone hratinc 
system. Fully paneled den. Brlrk fire- 
place. 6 ft wet bar All utillliea. fully 
carpeted Immediate occupancy Prin- 
cipals Only WA 2-4163, 



Homes — Utah 



E*ST >M T t.KKr SACRIFICE 

SI-LIT LEVEL on MalOO— Three bed- 
rooms and 14 baths. 22 foot recreation 
room— Eat in Kitchen. Take over 44 r 
0. 1. Morleate— No commission. No 
'loslnc Cos Is — ASKING $14 500 Prin- 
cipal! only— CALL ALL DAY SUNDAY 
OR AFTER " P. M ALL WEEK. Al 
i-»30«. 



EAsT MUlKm. AO brick $.fcedr«W 
center hall Ranch. nc*ly decorated. 



E P4TCHOC tRoulh Coontry Shorest 
Ranch— S Ice rma firr place, bimt 
playroom carace 1/3 acre. $17,500. 
GH 5-SJ9I. 



»«VI.T I VKK 



$I€.to0 



5 YEAR OLD TWO FAMILY 

i over 6 rma Deep plot, carace. 14 
jlocki to public * Paxochtal scbls St 
iH station 

TRI TOWN AGENCY 
it E Rf*ka*ay RR 11a Ly 9-1324 

LANT s\L1 LAM Cmlom.bulll t« 
lamily ^ yrt lielditone St redai 
hln(le t St t rmi. i\% CI. Cornel 
plot >'i»W LY 9-7faM 

cAST WILLISTON 

FULLY AIR-CONDITIONED 
4 BEDROOM HOME 

filltni hifh al»o%e thli foveiv vllltcc 
with a [mi roui view St all raclive 
surroundinis ihts h> »*e offers the 
ulllmate tn modern romforl 24 balha. 
Hrepiaced llvtne m. lane kitchen, 
family rm. 2 rar carace On ovrr t 3 
tcrr $38,600 

LOOKING FOR IMPROVEMENT? 
A family wllh Imtclnallon and • little 
creative spirit will love ihti home and 
can tum a small investment Into a 
taluible aiiet it la well-butll. haa a 
modern hratlni tyiirm. and many un- 
usual lraturei lurh at 111 baiemenl 
den with wYKjbuminc firepltee. 3 bed- 
rmi. 14 bathi full dlnlnc rm. f Ire- 
placed llvini rm. 'u acre. Well worth 

\ l"cik 

LOW-LOW . $21 500 

86 HfLLMOw AV Wlliuton Pk PI 7-7600 
14^ Mlneula Blvd Mlncot_ PI »-7200 
NKhfl PI 6-7436 

EXCLUSIVE WITH DECCA MA 1- 1» 



Homes— Arizona 



t.H!I\F pARK-$ bdrma. 9 yn. *ver> 
*J*e car. tiuminum alrms-serns. w 
10 w carpetlnr Many eatras. $23,500 
PR S-1W9 



FRANKLIN SQUARE 

Spacious C rm Afoeion House In Pool 
area Landscaped overslted lot Ca- 
race. many talrat: Smmed (rcupancy. 

CI mortcacc- Principals only. HU 1- 
0044. 



Homes— South Dakota 



PRA.NKLIN .Morton Ranch. 1 

rms. den. 2 bths. carace pool area, 
eatrat. Immediate occupancy. $21,500. 
0*nce IV 9-4108. 



Homes — Minnesota 



DAhOTA-Dtmt.r npw COLONIALS 
SEE WHAT WE orrtR 
IN LARGE NEW HOMES 
FOR THOUSANDS LE^S 
Center hatl. Uv t m, fireplc. book» 
cases lull dm rm. kneh break- 
lasl rm den, laundry tpace patio. 

8 rxu. 34 baths $31,750 

9 rms 24 baihi $3 .500 

RALPH RICCARDO CORP 

Inspect mane 1 tl 182 willow si 
Wrekdaya PR 5-3400 Sun PI I-89II 



Homes— Wisconsin 



FRANKUN lane Morton ranrh. 7 
rms. center hall 2 baths, patto. ca- 
rafe Aikin a 000 IV A-7C68. 

FRA>KL1N let Rjnrh. Irm.. 

cnier hall. 2 bihs. patio, car. finished 
bimt. ealrat AOc$?6 000 IV 0 7W8 



FHLEPORT. Ltrlailve N/W $I$.»00 

Slote Roof-Brick Colomol 
4 Bedrooms— Th Boths 
Club«L?ke Finished Bosement 

THRU htU lo eaceptlonally larct eat- 
In kitchen. Loc-burnms fireplace In 
apacloua llvlnc room. Real lamily site 
dlnlnc room opening onto rear screened 
terrace ovcrlooklnc wide open parklike 
treed crounds. Come See The Rest At 
Youe Service Every Day ol the Week. 

ALSO— VACANT 4 bedroom Ranch. 2 
baihs. 7 yi»- old mmtiMn) 1 (decorated. 
Mova In Al Once— 427.000. 

"HOMES OF DISTINCTION" 

n W Sunrtae Hway._FR 9- 3203 

PR tt FORT, Immarntate tnitom ballt 

split level. Sllucted In one Ol Free- 
port a prime residential sections. Cenlcr 
hall. 3 master bedrooma plus mald't 
room 25 ll den formal dlnlnc room, 
larcc' f*l in kitchen 14 baths, lufl 
basement, oversUed c tn e all appli- 
ances included Musi be seen lo be ap- 
preciated Asklnc $22 990. 

Exclualve with: OOW REALTY 
10? W. Sunrise Hway Ft ce port. FR 6-S68S 
FRlFi*ORT Beautlfal cuitom Ceorclan 

lype home center hall 4 bedrms 3 full 
baths den Hn basmnt. Plenty closela 
Larcc porch patio Attached 3 car ca- 
esge All room 1 klni ttze. Home In 
superb condUton. Musi be seen to be 
appreciated. Suitable lor professional 

or eaceutlve. FR 9-2660. 

P RF E PORT— Beauf I f *IIy dreorated 4 

landscaped 7 rm custom bit Ranch, 
pit-* ler walls, superior conn. 4 Ice 
bedrms. 3 full btha, alt appliances, 
porch, bsmf atlic. sewcra. $?9.990— 
private FR 8-0363 

PREEPORT N/W. $$$,$9f> 
New corceous 4 bdrm Colonial tr 
choice Iocs Dlr Sunrise H*t lo Brook 
side Av norfh v, mt to California av 
east I btk to model. Creenbrltr Homes 



GARDEN CITY 

Colonial ranch. He landscape* pit. 3 
car att car. living rm. llrr place dln- 
lnc rm. dtn. master bedrm St bath III 
3 bdrtns. blh 2nd lerr. awn $43,500. 
Nassau Blvd Slatlon PI 6-7077 

tSame Loci lion For 35 Yearn 

JAKOTV-IltHIGpSpaelona Col. brck 4 
clapboard. Ire livni rm. ltreptare. 
full alie dlnlnc rm, kllchen. den. pwdr 
rm. 3 bdrma A bth on 2nd. jatouaied 
terrace, oversized cae $32,950. 

UAKDTAlmiK.J: mVom 
« bedrm 44 blh En dish Tudor. Ea^us 
loc on lr« ploi. Inrmal din rm Si all 
necessities for iractous living 

Sordini Real Estate iv 3-2500 

541 Hempslead Tpke Wesl Hempsiesd 



FREEPORT S/W— Flrtditone * hrlr* 
Col. Ice llvtnerm frpl "en. dlfltnerm 
btha 2-car car. brat Lndscpd $22,500. 
RADTKS 

249 W Sunrise Hw y FR 8-6066 

FRELPORT Hattrfra-nt. 4 yr. 3*bdrm. 

2 bths 20x20 llvrm 15a25 playrm 
emrpet. sundeek. patlo-d^ck. exfrat. 
Cf 44% $23 990 FR 9-H28. 



FR PT NW $!9.Coc eol. tide thru hall 
7 rm. 3 bdrm. 24 blh den. I In 
bsmi. scrod porch, ait car. Act Bfi 

3-4440. 



FRFEPORT S W. Stearns Park. (Bald- 
win sehootst Ceorclan brick 4 master 
pedrms 3 baths maid's room St balh 
$47,500. Owner FR 8-7479 or FR 8-7685 

FREEPORT. Beanl t rm •split. If* porch 
A basement W W cartel. Ntw alum 
storms. Stall Ice at $20.9W. MA 3-0154. 

FKttPURT on Randall's Bay— modern 
ranch owned by builder, beautifully 
located, lull bulkheadlnc * boat alip. 
Idtal for botf lover swtmmlnc In bay. 
too ll terrace atone «a erfroni 3 bed- 
rmt. huct Hvlnc and dlnlnc room plus 
eatra arcc den ovexlooKinc carden. 2 
fireplace!. fdeally laid out kllchen. 
dineite and laundry room, fully equipped. 
2 full bath ooms. 2 car carace with 
larce tt- trace space, and additional bath- 
room for summer use Very low laies 
Prhed at $62 500 for Quick aale. Phone 
for appoiniment FR 9-tM5 



FRF.LPOR T N/W $29 9t0 

4 Bdrms 2 l h Bths 

Llvlnc rm *llh firepl. full din rm. 
nice kltch, screen tcrr. attached carace. 
top location. You pay taies on 100'. 

' 1 PR E-SE LECTED HOMES" 
48 So Bercen PI FReeport 8-8050 



LA'iT H ILLISTOV— Split Leect. C bed 
rms. 2 balhs. 2 car car. rcereallo 
m Prtne only $36 000 PI 2-4915 



I. W I LLISsTON Mlncola. Hesthur 
New rancliti. capes * colonials fron 
$19,500 Chi Ids -Kramer. PI C-30I5. 



GARDEN $$$.600 
CUSTOM BUILT HOME— PRIVACY 
BORDERING GOLF COURSE 
t'i prole u tonally landscaped acre* 
completely fenced In. complete privacy. 
Undercround sprinkler tyilrm Cloie to 
ineit shopptnc center ol NYC Icadinc 
branch tlorei Wood frame * cedar 
r»alerlor artistically built 5 yrs old 
Pnld Ilv rm w fpl alto Ice formal Ilv 
rm. sun porch Pwdr rm. Formal din 
rm Mo tern up-lo-date tlcclrtc ktlch 81 
►in fit arra Mur bedrm tiled balh 
2nd fl: 2 bedrma. balh Driveway calf 
elcemeally eontrolltd latso doors of 2- 
car eari. Aik f *r Brochure 1239 

AMERICAS LISTINGS. INC. 
745 Flfih 22 MU 8-3924 

>r Hubbeli t, flapper. Rlirs. PI 7-2900 

GARDEN ASKING $3$.0M 

A Toylor Worner Exclusive 

-uit luted. This beautiful white brk 
.olonlal home with atate roof In deilr- 

■ bic Moil icd. ipactoui living rm with 
Irplce lull dlnlnc rm Ire mod kichn 

■ llh breakfait bay. pwdr rm. circular 
• raircaic up lo 3 Ice bdrmi 8t blh 
Truly an eiquUHe home, oven 1 ted car 
>n eatra Ire pit. 

MAY ONLY BE SEEN WITH 
TAYLOR WARNER 

We are sot a fflll tied wiih any other 
olflee See our many etclujlve ilttlncs 
, 01.7lh Str e et Lit 1919 P f 2-T10 0 

GARDLN 

This dltllncUve home It nicety placed 
on very farce plot. Bull] to eaactine 
ttandardt of owner who it in tht butt* 
ntss. Narrow clapboards, pine wain- 



It \KtlTA.|Mltl(.t 
NEW BRICX SHiNl.Lt COLONIALS 
2-siory 4 bdrm. center foytr. den. 
24 ba|hs 111 flooe laundiy. 2-car 
3 Euilon Rd. Plot 76il00 $45000 
2?4 Kentlnrton Kd. ft I MalOO $43 500 
t7v Oxford Blvd. lafce plot . $i7.5O0 
KW Cor Sackvitie Stwarl »0xll0 $j4.500 

OTHER PLOTS AVAILABLE 
WUI Build to suit Frum $31 230 

F & G CONSTRUCTION CO 

PI 6-3127 

GARDEN CITY 

Cotflnlaf One of Its kind $st fir lea- 

turrn— larae llvlnc rm, tlreplice. family 

dlnlnc rm. eti-ln kitchen, pedrm St 
bath. 3 bedrma. 2 hatha 3d; 3-cas 
Carace. $42,500. 

THOMAS J. MOLLOY JR 
6C2 Franklin Ave Pf 7-2010 

DAKOTA, til lilt. I'. 

C BEDROOMS. 4 BATHS 
Larct colonial in Lalates tcetlon. HI 
fir includes aunpori h. ttn. oowdtr rm. 
3 llrrplaces St tooled ferrace. 2 car 
caru*. Asklnc $49.9j0 

"Garden Clty i Oldest Reallors" 
Hill On Av St 7th St. PI 7-2900 

t Diaconally oppoirtc Card Clly Iloteli 

IHMsTA-IHIIii.r. 

SPLIT-LEVELS 

We have several spills, all with 3 bed- 
rms St 2 baths, priced from $29 500 
10 $32 500 call ut and well be happy 
to show them to you. 

SUBURBfA BANK BLDG 
1000 Franklin Ave, esl I08*. Kl 1-7100 

l»\KtirA-f>tltll.E 

McClelland house of the week 

Small eouniry esiaic In heart of this 
beautiful vill over 4 aert of secluded 
prooerly 7 bedrmi 34 bthi. wonder- 
ful home for Ice fam. nr iia $47,500 
■ SEE OUR PHOTO PILES" 

73 Nttsau Blvd Pf 2j6$SA 

Gorden City Asking $42,500 

STRATFORD SCHOOL 
Rtnch cape. I20all0. 4 bedrms. 2 bth. 
llvtne rm w fptc. dlnlnc room. eat-In 
kllchen, M>-»ce t« r r\t>« btdruwm and 
tlnraee. Bsmi playrm. Alt 2 car caraae 

7)6 rranklln Ave cor Slewart PI 1-r^bl 



Homes— Colorado 



liLLiilANo einr _ „, 

■4 B R 2 BAT ItS — Playroom 
Pallo — MANY EXTRAS 
Owner P| 6-8529 

Ifl FilEAMI brkk C'Pe Co4 et- 
panslon atflc 2 years old. I ■-• place, 
alum scent, sirmi. PrncpU Pf 1-8450. 

IIU ItFANO Cape Cod «7ilM 4 Ira 
bdrma. 2 bths. eat-In kitchen many 
•atraa4V& mtc aiklnc $32,500 PI 2-I59I 

IIL'ERFANH CITY— 4 BIG BEDROOM 
Cape Ranch— Blc Houae— 
Ble PIOI-$32.000. Pf 7-5292. 

IIL'FRFANO |$C STRATFORD AVE 

CORNER OF OXFORD BLVD 
Beauntu title roof Colonial completely 
modernized Ploi I20al50. 4 bedrmt. 3 
bthi. 2d I Ir. 2 bdrmi. I bth 3d fir. im- 
mense llvlnc rm. dm. eiqulitte new 
kllchen adjacent to laundry rm fin- 
ished bavmeni with built-in bar. 2- 
car car with maid's om above 
ANOOVER AT CARDEN CITY CORP. 
RO 6-4930 



IILI 111 A>0 bOlTll $!4.$6C 
Kancn. teia than 2 yes old. 3 bdrms, 
mdn kltvh. full basmt. carace. 
Bordinl Real Estate IV 3-2500 

54i Hempslead Tpke. West Htmpslead 



fflTRI AMI 

Gurgling Brook... 
Redwood Contemporary . . . 

Over an acre— wllh a brook runnlnc 
to a nearby pond— proper leaturea for a 
modernliitc ranch! Calhedral eelllneed 
fireplace llvlnc room— pan tied: class 
wall dlnlnc »lnc optnlnc oiilo patio. 
Paneled dtn I9a20! Open rellinc kitchen 
with breakfast baleonyl Thrre cnambers. 
two iwank tiled balhs Double carace. 
Phone fax fhrouchout. Excellent condi- 
tion. 

AT $31,500 EUREKA I 

SHOWN BY MARY pORD 
GENERAL EASTERN CO. 
Northern BlvQ at Glen Cove Road 
Creenvalc. ,S*. f NMyfalr 1-52 j0 
IKtMO.NT MORGAN ISLAND 

Walervicw Split, wonderfully land- 
scaped 4 acre, cathedral llvlnc rm 4 



Homes — New Mexico 



Itl'RN ALILLtl Ylriortan houw wllh aid 

fashioned space A otlvacy. ell modrrn 
conveniences I acre, beautiful Ircea. 
landscaped terrare. new custom kllchen. 
solid cherry paneled library. larce 
thultered llvlnc rm. bascmrnt playroom. 
7 bedrms. 34 balhs. $35 000 OR 6 2.16 

fiVllVVI ll.l.O $0 yr 44'. CI mter. 

129.000 Artui desicncrt 4 yr ok. 
nome. ? bdrms 24 bth* 2 tone heat- 
Inc playrm firepl almoil 4 acre- 
lovely old trret Charminc- muil be seen 
I o be a p preelated OR 6-1387 

111 HV\I II I O Kound Cuitom bll esnrh. 

10 rms. 4 tdrmi. 3 baihi. cloitd porch 
wd bum flrtpf >4 acres. b<aut indsepd. 
lruti orchard. pv| brach nchit. pv| 
Toad many trlras ;45.000 OR 1-3706 

UFHN U ll.l.O |/$ arc*. 7 rtwmi. $ bed* 

rmt 2 baths. 54 yr Old split, fire- 
place. 2 car c>racc den. beach Near 
schools St churches All appliances, car- 
pti Prl nc only $.-9 soo _ OR k-3108 

HI It N Al I f LtlE state acea. beaut ranch 
on 1/3 ac uooded plot 4 brdrms mod 
ktch. 14 baihi. den nr sehls $23,000. 

SILAS GOLDBERG A SON INC. 
25 Clrn S t OR 6-2700 

III.I1NA1 If LO famed "Roibary" aeea. 

4 bedrms. acre tone, tail trees, car, 
Irpl. low each, only $22 500. 
RANGER Rlty 77 School SI. OR 6-9000 
1II HNALII.LO Rambtlnc llome»ttad nr 

acre. MM Irces. lpl In Ilv rm. 4 bd 
3 balha new kit. 2 car Red $36 S00 
prvy-AL EASTERN CO MA 1-526 0- 
III |{N Al 1LLII $ rm banraiow an hlU. 
nicely landscaped and lenced. nrar prl- 
vale beach. $11.000 OR 6 SMV.9 3-7 PM 

CLIN HFAD. SEA CLIFF 4 NE4RBT 
For Rrat stale See John MacCiate 



GUN IIE\D HmtX iell r*.i4. 4 bedrm i. 

2 baths, ehotre t ret. tut lot c*-r. 
123 Wy_ Ranc tr Really. OR C-9OO0 

(.UN HEAD. 9 yt cent hall esnch. $ 
bedrmi 2 blhi dry b&mnl porehea. 
ratio . $29 50 0 lo w |aa OR 6-5473. 
GI.EN IID btnr^t. J-Mnn. unill tot 

Exclni. car. fruit ircei A»k $23.0oo 
Unula Johnilone OR 6 53*0 , 4fJ0 

GUN HEAD J«*l Mate In $J7.»*a 
LUXURY 4 BDRM, 2 BTII RANCH 
t J Dully Inc OR 6- ?600 



Greof Neck-Kings Point Rnch 

4 »r old cuilom built by one of ftnesi 
butldrrs. centrally alr-eondiflontd by 
Carrttr. 7 very larce roomi. 2 bttht, 
macniticenl I4'a22* paneled den I'm 
lihed basement wllh larce ealra rooms 
and room for addil onsl reruns, kio* 
beautiful full acre loaded •llh frees 
20'a*«' reinforced conrrele patio with 
barbecue Prl vale eoad ad)acenl to 
school Pool area and dek priviiecet 
Prlncipali_only $54 500 HU _f-3t34. 
1KI Ml'f \Ll.Vl" »l>t $41. $*• 

MACNIP CUSTOM BRK -STONE 
SLATE OF 4 BDRM. 24 BTH DEN 
TOP POOU DOCK AREA. PRICED 
FOR QUICK SALE* 
ID OFFEniNI EKCPTNL $36 W 
YOUNG BRK SHNCL U ACRE LAND- 
SCPD GRNDS. 4 BDRM 2 BTHS 
MANY EXTRAS. WOVE RIGHT <N 
CONDITION' 

CUTTERMAN 
544 Middle Nrek Rd IIU 7-1177 



THLMPEA I.I Af; $$7.$CC 

BRAND NEW 
LISTING 

S BEDRMS 2 BATHS SMALL OEN 
LARGE PANELED LIVING RM DINING 
HM AREA WITH FIREPLACE ULTRA 
MODERN K1TCKEN WALK TO 
SCHOOL HOUSES OF WORSHIP 
SHOPS TRANSPORTATION 

WM ERSKINE HU 3-7 48f 

TIII.MrfAI.I Al S\l1tlEICE-$£$.S*« 

BRICK & STONE RANCH 

tpac llvrm w'flreOlace dlnlnc rm 
rrrodm kit 2 bedrms cer a mlc bath 
cxpanilon area for addltlonaf 2 rmt 
full batml car lerraced ffndt •J'><100 
Dmjclaiton Astoelatei, BA 9-6 968 

$24,9V 



PIf H(.i:>llK 



NEW COLONIAL 



Cuslom bullf home on Irce-IIned ttrrel 
tt Clly line Subway-but. Quick occu 
oanry C rooms. Hollywood kllchen IV 
balh* carace. 2* NASSAU RD 

i4 block Northern Blvd> I nspect 10- 3 
Pit m i. NICK POOL ARE*. Fnclhl 
Tudor: macnlltcenl i ardent lor com 
plete privacy. 4 maaler bdrms + maid" 
rm J*A b'hi mahoc library oak den 
larte modern kltchtn. paneled rec rf 
w flreple St bar Low 50'S HU 7-7227 



THI.MI'E. ALE All $29.9«r 

Fltlditone brick A lrame colonlaf 



Homes— Nebraska 



^fK Pool area! Dlitlnclive t.itar 
Enctlih res. Perfect cond Slale root 
til rma klnc tlte. Den. ntw kltch pwd 
rm on 1st ft. 4 bdrms. 24 btha on 2nd 
125 ft Ploi Low taaesl 44<V mice 
A-kinc $29 500. Simon. HU 2-TS75 

1(1 (.11 \IUIM>N Sole a*d ipan 2 ttoey 
3 bdrm mod kllch A bath, def I car 
car Priced for Quick sale $21,750 

FRANK M SleCURDY CO INC 
f54 Montacue St TR 5-2764 



Itll II UtIIMiN Colonial eroler hall t. 

larce roomi. 14 baths mod err kllch 
en. carace tcrrened porch, corner plot 
low laaes Askc low jp t HU 2-3166 



CRT NK Klnca I ramie t atnry 

»hlte Col. ctr hal. walnul den. r 
bdrms J new btha very low tties 
tskirtc $19 500 Si mon, iiu ^-7575 
HM tl \lf IIMIN ■ I'NIVFRSITY CRDNS 
Beauilful Enclish Tudor home on S0xi2o 
ploi Must be icen to be appreciated 
$47,500. Phone HU 7-1059 



Kit II \ItI»>ll\ ( utoit bnllt t$ yeanl 
spacious. 3 bedroom*. 2 up. one down 
2 bathi. class porch, extess. $31,900 
HU 7 8414 



IIICH *IIDM>\ Deilcner'a hame. tc 

contcmp ranch. Cte hall 5 bdrms 
34 bths. hucc dm pan. btmt. poo 
dock camp tennla ^n S O'a IIU 2-8067 , 

'JT. >'K. Thomaslan. Make ollce. Own- 
er HU 2-7H45 End Tudor. A-I end 
Lo tax. Pool. Mny ctrs. 21 Terrace D* 



Homes— IV Vino' 



GR ( EN LAWN. AU brick rt 
home $ yr new. t rms 2 to 
club bimt, scrns slornu, nr 
trpeiinc cat hcaj. 4 aei 
belnc IranifO. Avkc $11500 
only Weekdays LV 6 7m*v 
FOeeil 6-4&U 



West 



til Mri f] RAiS moth Ifi 
fertront 5 rm 2 car car Bra 
|v rm $22,000 Murphy rumn 
llamplon Ba>t 2-0*2n or It Am 

Hempsteo 

Detlts eofflparlvm af price. 
St local Ion. Teem end "Hit centi 
Joe homr on prrfeuinnally 
|30al3O plul on Garden CU 
mtiler tlse bedrmt 24 baths 
ouaricrs St bithi. W fl cira 
nut paneled livina rm 1 tire] 
trlhur'i dininc rm. modees 
breaklati rm. hure paneled 
m. warm tun-filled sun pet 
bsmi laun rm 2 car. U*«x 
F i cluuve _ Fid nrado _F| 7- 17 
ll) Mllll^llN c rra ea»>n 

piaster wallt. all elre k 
•ven. oil Itw heat, dishan 
A doon broadl'tom partial 
basemen!, ltncrd yard 

la 990 afire 5 PM Mna-pt 
jal SurKlsy IV 6 «7<^ 

HEMPSTEAl" 

"A" residential area, ne bti 
llvlnc nn dlnlnc fni eal-ui 
brdrms down. J pedrmi «| 
baaemt. 14 balht. on heat f 
41IOO. fow laaes. IV i-u 
pa I lo. dou bl t C aT mt* tu 
PrUKIpala $33,990 IV c C 



Homes — low 



IIIMUOLDT V.FST 
Brk.. alalc rf.. Col., ail 
Irpl.. Ice din rm . • 1. 
tat-in ktich., tcm patio 1 
bdrma, p<ne btmt. w.bar. 
IV 6-4260 

IILMilOLOr W. C-ilwa to, 
• yes. r ems 3 brdrms 
iltrd kllchen. walk-In efotrti 
cond. tprinkler ayticm. lire 
tem. 2-car caraat. walk 
1 hop pin e, traniprtn. $n 90 

ill MHOI.Iir Writ-BaiUa 

bdrm. 2 bath. Ffrcpl in we 
dtn. porch, pool area atl 
Gance Estras $77. OH IT 

IILVIItOUir H. La-p*rt 
4 bedrm Capa. 2 up. 2 ( 
fin. bsmf. frpl. bar. porch 
schoola._ ealras. IV 3-75«l. 

IlLMIIOLOT-CaaUn in* 
Ranch 3 bedrms 14 k 
caratt. lull btmt patta 
.octilon $21 000—fV 3-QM 

HLMnf)LIir H kril r.ta- 
lent eordltlon 4*3 Iar 
tt>» rent I r cc e yp ooOfV 

HL^fiititrj'TTrc. »*a~i» 

tree ahaded Plot. 6 rm j 
3-car tarace Viilltni fv 

flf MIHILHT W. LLXl' 
Larct wooded plot « 
Schools, sh opp Int . $37 *Ot 

111 MPSHL'RG WEST C yr 
rms 1,3 acre. car. pallo. 
widow must sell $21. M0 f> 



Homes — Kam 



Rlt'llAIIOsON KINGS POINT 

Ranch 3 bdrm. 2 bths. many tatras 
Ideal terrace $47 000 ftU 7-5072 



CT *K. Lake Ranrh. $ bedrmt, 

2 balhs. t8i24 dm. alr-eondl 1 toned. 
2-ear. $49.900. Qwntes Act IN 1-63 60 
II 14 IIAIttl*.i» -AA\ location Builders 
pkee 5 brdrms. 3 baths, pool. $56,500. 
1U 7-2591. 

RICIIVItllMJN Kino Foir.:. B*b Boie 
Ranch, pool dork lullv air cond 
spklrd. $58,500. HU 2-3238. owner. 

RICI1AHDNON KINGS POIH' 

ONLY TEN GRAND CASH 

and you have hit Ihe Jackpot of the 
Season) Owner wilt lake second moct- 
cact from any sound buyer) Hit over- 
an-acre estate la forceoutl* tandscaped 
His ilaic-roofed Cotontal It simply 
charminc— cenier hall, bay-windowrd 
tlreplace llvlnc room, powder room, 
square dlnlnc room, class Mock den 
with fireplace. I la t^l one lerrace. atain- 
tesa airel kllchen t*«ll oven dish- 
washer el alt Brca k fa si room Four 
lamily chamber! |w© Hied balhs 
Maid t room. Ihlrd bal h Three car 
all ten rd carace The crand ttyle of 
ttvinc— on low cash down I 
Nevtr betore advertised .. . $64,500! 
Exclusively shown by 

GENERAL EASTERN CO. 

310 So Blvd. Lake S ucc ess. IIU 2- 8772 

< 1)1.1 AX-I I MING POINT^ 
ONE OF THE WORLD'S BEAUTIFUL 
HOMES ON A DREAM WATERFRONT 
SETTING. TWO STORY PRESTIGE 
CONTEMPORARY OF THE FINEST 
MATLTtfALS A CONSTRUCTION. IN- 
CLUDING STONE MARBLE. CLASS 
St PEGGED WOOD 3 HUGE FAMILY 
BEDRMS PLUS MASTER SUITE 
MAIDS SUITE AND TRFMEXOOUS 
DEN. GORGEOUS WHITE SAND 
BEACH AND NEW YORK SKY-LINE 
VIEW. THIS IS THE EPITOME OF 
BEAUTY A LUXURY. OFFFRED AT 
$175,000 AND BY APPOINTMENT 
ONLY 

WE ALSO HAVE ESTATES AVAIL- 
ABLE IN THIS AND OTHER AREAS 

RELIABI LITY— fNTECRfTY 
3 t North Station Plata IIU 7-777 7 

GREAT NECI .... $37,500 

Ccnlrr hall, tool lets brick Colonial 
slate roof in addition to the usual 
Ihtre art 4 bdrms. 34 Hollywood baihi 
huce icreened porch One of our most 
beauilful "Trce-ltned Sfreeif close It 
ransporl atlon. 

FREE POOL & PARK. $49,500 

All brick Crntcr Hall Colonial, title 
roof cenl rally alr-cond huct live rm. 
dlnlnc rm flu none floored paneltd 



Homes — Texas 



DEAE NMI11I Poal/Dork Area 

3-yr-old cornei. I ram duplet ieml-det 
« rat. FULL BASE, eat heal, storm 
St screen windowt A door a. Venetian 
blind* wash Inc maeh rrfrtc added 
rear porch wllh aluminum awnlnc A 
carden too] houie. beaut shrubbery 
NEW AREA 2 biks Irons school, shop- 
pine A trant. Exltlinc mice approx 
$11,400 OR FHA mite appro* $2 500 
down payment fo Qualified buyer, HARE 

RUSSELL GARDEN'S Both younc. spa- 
clout Colonials wfth 4 brdrmi den. 
mmy luiurlout ealras. ftifh $40't- 

123 Middle Neck Rd. HU 2-8220 



I DF_VFJi>JITU 



Ml. MP W— Cape Cod 1 rt 
Nr sehls St shopc 37tl* 
$16.75 0 Call owntr-tV |K 
MA II SHALL 4 arre ♦. I 
batht 3-car car. Choi re »| 
laaes $27.500 J M. Seren. 

M A RSI f A LLH ARBOR 

' FIRST OFFERI. 

A first elas-t un crowded 
pool park A boatlni are» 
schools: beauilful Uodsc 
view pverlooklna bay 

HERE IT IS 
oulstandinc 10 rm ranch, 
lire Ilv rm w/msrble fin J 
m. paneled den: playrm 
lers. Ite screened trtra | 
C el II : over tl ted carace 
nance. $59,500 HU 7-24U 

M AR>II Af L ~ !W| 

BUY OP THE Yl 
"HARMING 3 BFDROOS 
*AR GARAGE. FIREF 

SCREENED PATIO. *l 
7VERYTHINC 

rlchard }. btack. 
. tall on Plata, h ewfett 

HEWLE " PAR 1 
'* lucurlous home on 1 1 $• 
• od' Ideal loe molher St li 
loctoes h omr St off: esci h | 

marmIalT f\st 
»4 year Colonial front tp 
?4 baihs. den ♦ flnu 
Aaverty Park school dii'l 
'nc + ma ny e al ras $35 ^ | 

BAUNM.E sckool dim 
Cuaiom built cenier hi i 
I bat ha. charminc ptn 
"onvenlenl ilat. ihooplnt 
-jitras. $29,000. FR 4-411 

f LOiD-IOlNTAlN Etl 
able 4 bdrm. 24 balh h 
itflrently landscaped 2 
"oune are*. Anlla P S] 
*R 4-4204 



Homes— Okla m 



ICWLFTT. ItcawUI-l *esl 

onlal. 4 brdrmi 3 baths 
itf East Rockawav R4 
Inton Ave TW 1-3 600^f 

Gil All l- GRANT P*RR-. 
cant 10 room home, hi 
rrrmendoua buy now fi 

GrTdW.I1 VN-4TOLD brl ' 
'ape Cod Beauty — Lc ti 

Din Rm.-Fam Kit — I 8- 

-Playrm. with bar— Bin] 

icre— Walk lo R. R 
YOUNGS AND GARNER I 
35 East Main St . Hunli 

1 911 N Y Ave. HunI S | 

Git A II i -4. II ANT Eierattl 
Professional tpof ■ rol 
•there ad} villace $76. S» I 
Beautiful home. Avail no 
rm. 14 bths All school i 
■JEB IS BELIEVfNCI O 
KEEN Rlty Co. HA 1-1* 



Kt NTINCTON-Hlne 
wtACNIP WATERFRONT "1 
>paclous thruout. 5 bedifl 
*p maid's quarters, 1 9 
searh St moor inc 

If ARVEY OP HUNT 
ISA. E. of Clynn i Inn K A 

GItA11l-l.lt *vr 

Planning larg* 

slOVE UP— NOT OUT—/ 1 
'ire this 3 bdrm txpanatt 
J. J REALTY » tt 
HA 3-2201 

t.lt.VIII -Gil VN I -LLOl 
f-yr custom ranch 3L 
Jew farm ranch 24 ac 1 
lrlck Col. 5-ac estite 
JAKWOOD REALTY 
SA St Go oi ehtll Rd. C-j 

t.RAIts-l.K*Nr tDIi H 
1 bedrmt. 2 bathi. 2-c 
enced acre, playrm. hi I 

Anne byr 

5047 E Jericho 

Tltxed Sunday H ' 

|.HAI>Vt.KAM"Cnk f ■ 
Rentaf June thru Lab> " 
btdrm -modern -in P*t A ~ 
•our private balh ho| 
t4 hrt commutlnc ANdc, 
t.ltAIIi-t.lfAM' Ylllit« 
house 3B. Hnlshed al 
tltch. dtnetle 2 bathl 
*layrm. low tac perl 
21 800 It Ami Hon 3-2> ». 

fill AU1.I.H4M iC^* 
fancn. a txarmi 3 



I 

r 



s — Michigan 



HARROR. Cc-mplele oTl- 
1 end rd Wooded-2 mc 
i 7 rm custom Ranch 
ihs. 2 frpls. Ige flagslonc 
mer. circular drv beach 
HAmlllon 1-0572 

1 ACRE TREES 
home. 0 charming rms 
I baths. 2-car garage 
rxlras. $33 700. 
i 1150 E Jorlche 

300 PIONEER 7-245C 

.Grernlawn Air* 9 TTO— 

Crdar Colonial home 
lded den w 'fireplace 
e. private Rd. Ownei 
,500-AR J-024fi 

Woaded aero o'siicd 
led playroom patio 
. double garage, slorms 
lens. 2 baiha. HAmlllon 

HARBOR Sew Countrt 
Too of Beech Hill Rd 
4 BATHS 24 ACRES 

HAMILTON J3-90J7 

-Idrxl lor Gin I fUC 

Expandable ranch, bri 
acre cor., best offer 

eust>im oulll $34,909 *. 
rpl. sep din rm. sCrcener 
■ar. trees 4 acre zone 
It A 3-t9BB, 

7 rm split. 3 bedrms, 
*rm. 'and scaped acre, 
iw ner ItA m lllo n 1-1 069 
Dli Hill*. 2-slory Col 

balhs. ' acre. I28.50C 
8 or HA 7-6 515 a fl 6 PM 
ilOLLY HILLS 
k 80- FT 2-STORY 

H A 3-3 341 

iO.— New 4 bdrm Col 

ilrts. 2-car far: all appl 
9 00. AR 1-006 9 at 7 pm 
\1LL. II -room h»mi 
mai oince; i?9ooo OF 
i t .467": 

CRLtNLAHN All-cedar 
ns. playrm flrepl. w 'w. 
• aih. 118.990. AN 1-0524. 



mai blrchwund ranch, T 
2 lull balhs. fully 
E kitchen, full base men I 
I wllh extra room and 
itiras Including otoraye 
in air. conditioner, car- 

I mortgage S 33. 500. 

*E 8 -»7?5 

rm Ranch, 3 bedrms, 3 
tatns. paneled den alt 
r compl with '57 Ford. 

commuting. High 4Ve 
0. OV 1-2519. 



s — Missouri 



huood r»rk East, spill, 
paneied den 4k din lie 

■ s OV 1-31 37. 

nixl. 7 rooms overslied 
Pkway shop pine schls 

ns. 123.890 WEf-801t8 

V HILLS. NR MAIN ST 

TTVE- DESIRABLE 

LPT 1127 LG DINETTE 
44 70 Av. BO B-2620 



X HILLS, madent 4 rm 
ecorated. main floor of 
xcel location. $125, Call 
piot. 

i HILLS, 147 M 7« M. 
lewly decor. 2 fam cor. 
ihwr ni transit * shop 

HTOt. -Sacr J29.5W- 
r garage. 22x50 pool. H 
I reels beautifully land- 
s' T93S 

CE COLONIAL 
*!ed ploi. 2 pallos, ele- 
rd Interior. All rms 
P bedrms. 34 bllu. een- 
*mi. brkfsf. den. bar, 
2 w.'b frplc. Ultra mod 

iery conceivable luxury. 
«ar. Low i axes. Quiet 
'alk lo schools, shops, 
FR I-22I0. 



( — Arkansas 



iVtw Colonial $41,590 
fd Ave, I urn I block 
«eft IO model . CE 0-91M 

ItEMJEN '5f RANCH 
4D CHOPPING AKBA 
ue klichen, tar ace 

TO $14,890 
•T-l-O-N 

H Tpke PE 5-1400 

■/1TTOHN 

©SING FEES 

d exinini mine. $88 per 
I immac ©me on over- 
all price onlv 512.590. 
j_UME SALES PE 1-5420 

Weslbary 4 bd~- 
iifalhs. dormer, paneled 
k* vestibule, oversized 
«*t patio, beaui land- 
iplk to swimming pool. 
Mi $17,990. ED 4-5356. 



(rwt 



N.lfcCA Ranch 
i lice bdrms. 2 bths, me 
»e overtime ear. all ap- 
3 dlsb washer, conven- 
lufexcel f ( e fam. $16,990 



IT.a.JM 2 bedrms, '5* 
t* corner plot In deslr- 
nj Hicksviiie. Onlv $990 
lulled buyer. Corrlston 
Hj.std Tpke. PE 5-6120 . 
*Van4rd Raneh Over* 
ipis. 2 bths. panld din 
fTruayrm Extras Incl TV, 
Is^orab scros. $1 6,99ft. 

Rrlvmt* beach, all brick 
«"{|6 rmi+2 baths+S rms 
txioiiie with 2<y lerrace 
Mxl20. 2-car car. 
t»tl31 000 

CSfrlvaic beach. 3 bedrm 
c he 80x67. tar. bsmi. 



fPN 
arfiv . 



REALTY 



CE 1-1730 



1 Stone L Brtek. e rim 
4 Ihs large living & din- 
Ue.epJace. sundeck extrr 
P>, 2 car finished K a- 

Jy' ■ - Tr " llne< l flu'et 
urf profe»lonaliy Und- 

■"SPrlvmie Beach rlchls 

KCTlnclpals only- $39,500. 

ni-Sponish Ronch 

«*4iea 4 br. 2 blhs + 2 

^ T 1-7221. 
*t*t«ch-gorge*a5 $ bfdrm 



; e [-Louisiana 



_ _ 

^~lnc». ( bdm hoov. 

*orf.ariy unusual fealures. 

. 000- Bkr C E _2-7ffl. 

/ r-Tracbrr leavln* lo«n 

bjtlfully landscaped In 
E< accessible lo nearby 
Jd K uill from mld- 
X'mer 4-C722 



Homes — Ohio 



MAM K, 90S-907 HALM1 R A VF 
M«fnif 3Vj-rm Edn apt . S130 
SUP 1' OW PRE t» l, OW 8-615tf 

VAM AROSE 1** rms. nrw co-op 

5150.25 Incl C & E 31.760 cash, 
immediate occupy ncy 
CALMER TERRACE OWcns 8-235 



AIOS'TA tOZV SKASlDt 

COiTAGEa FOR SALE OR RLNT 
tOTS. NEWMAN. OR 5-7525 



MONTCLAlR — 5 ROOiiEVrLT TLACI 

3*5 ROOMS (2 baths, terr). fr $110 

ExcepilonKI large attractive layouts 
Modern flreprouf etevaior building. 
Fine residential area. 
Carafe on premises. 
SEE SUPT or call PI 6-1799 



WT VERNO . Soanlsh Uapltx. brame 

llvlni rm. fireplace, dining rm. 2 
bdrms. klchn. car a sc. opp park, com 
<Jew Haven RR. bu^cs buit profl 01 
jnall family MO 6 5337 

MT VLRNO 

27 CLAREMONT AVE 
S ROOMS 
lmmcdiaie occupancy, garage avail. 
Agent on premises. 



MT VERNO 1 Vi ROOMS $B2 

Top area, (lev, convenient trsnsporta 
.ion. Pullman kitchen, dlnint foyer 
Kiwdcr room Suot. 42 Sheridan Ave 



,Hr. YEH.NO — 1 Vi rm eurdrn apl 57. 

24 rm rarden apt bS'. 
3Vi rm elevator apl $11. 
Office. 101 Llhvood Ave. MO 7-3417 



Mt Verno -2Vz Rooms, $115 

£lev ample closels; excel area, con 
scnlent trans. Supl. 43 Sheridan Ave 



Homes — Indiana 



BARIHIILUMEW AimcUte 4-rm apl 
2d II, fine conv location, for quiet 
fam avail Apr 1 $125. MO 4-6M0. 



BARTHOLOMEW madcrn 5-rm apt 
Top floor, elevalor. Lovely view. Walt 
lo sl al lon. $155. MO 4-I3H6. 

CARROLL 5 larfc room 1 , sunporch 
modern kllchcn. bathroom, pantry 
garage; good references. MO 4- 18 6 7. 

liARTHOLO>IFU 15s CRARY AYE. 
4V4 ROOMS. NEW BUILDING. 
CALL SUPT. MO 4-6767. 



BARTHOLOMEW WEEQLAHIG PARK 

New Luxurious Air-Cond Bide 
•xcellent commutation 4c Shoppint 
Agent always on prem. WAverly 3-6S59 



CARROLL Suk-le»se apccloas modern 
2Vi Rm Apl. opp park; elev. alr-cond. 
NY bus at corner. $174 mo WA 3-3763 

BARTUOLOMEU pine GroTe Manor 
Garden cooperallve apts. Tola] In- 
veslments $400. 2- bedroom units $101 75. 
3- bedroom unils $1E2.10. CH »-6450 

FLOID IOi >TAI> W*karvl C«lf View 
COUNTRY CLUB APTS 
1255 NORTH AVE. 
One of Westchester's most lux- 
urious & Modern Bidgs large 
Terraces Gate House fm mediate!! 
Adjacrnf Schonls Shoootng Bus 
4^ j SU ROOM APTS 

^fe_Sun!_Pr*m_ NE 3-943; 

HARTHIILOMKU 167 Centre Ave 
MODERN ELEVATOR BUILDINC 
3fc $123 _ v 44 $I6C 
See superlnlendenf basemeni 
N Ru.'hFL. 
BEACH PRIVILEGES 
3 Vt A 3V j rm a pl . NE 6-337 0 

BARTHOLOMEU -Davrnporl Neck, Irg 
3 bedrm apl $176 short sublease. 

Opflona' renewal NE 6-0742 

RARTHOEOM EW— LOVELY 4V4 RMS 
View of Sound Nr schools die beach 
$152 BE 5*2364 



8ARTHOLOMEU 4^ rooms, 2 baths. 

garage enclosed porch, private beach 

S185. NE 6-4174.; NE 2-2177. 

N ROCHLL Clen K|and Manor. 
^H. $125. 4V4 2 baths $150: edn apis 
oOo Pelham Rd. Glen Is A pp. NE 3-6168 



TIPPECANOE 204 WOODCL1FF AYF 
NEW BLDG. FACES PK. AIR-CONO 
3V4 rms. parking. $145. Call wkdys 
4 PM-t PM all daySat-Sun. UNO-097S 

l'LO^O-FOL.NTA1N60S NEWKIRK A VF 
Modern Garden Apl Development 
4^. garden $111: 4^— $119. Immcd. 
Garages avail. Suol. UNIon 6-2324 



FL01D.FOUi>TAlN 301 79 St. $ rm 
modern apl. elcv. park view, J 100 mo. 
Leone UN 7-0061 o r UN O-O8S0, 
FL010-FOUNTAIN615 lll'DSON BLVD 
2 rm etllciency »fl&; $115. Modern 
elev, fmmed. Agent. UNIon 7-8383. 

FOUNTAfN QUALITY 7- * ECONOMY! 
DELIGHTFUL SUBURBAN LfVING 
at LOW. LOW COSTI 
NEW LUXURIOUS 
AfR-CONDITlONED. ELEV APTS 

OVERLOOK TERRACE 

Falrvlcw. Prospect & Maple Aves 

3, 3/2, 4, 4'A, 5 Rms, fr $130 

FREE CAS. FREE AIR-COMJITl^NlNG 
FREE ON SfTE PARKING! 

IMMEDIATE OCCUPANCY 

Spacious, off-foyer apt* 
Multitude of closets. 
Deluxe Klichens; Built-in 
ranges die wall wvem 
Elegant Lobby 

Beauiiful, unobstructed views 
Including L 1 Sound 
Near fine schools, excellent 
shovp' lovely beaches, boat's 
fishing major highways RR 
sla l3i alr-cond trains dallyl 



Homes — Tennessee 



LOAOON 

749 Scotlond Rd, Oronge 

Luxury 4 to 5% &pts. 2 Baths deluxe 
appoinied and Immediately available 

PRIVATE SWIMMING POOL 
Central air conditioning, elevators; 15 
cu ft refrigerators: GE dishwashers, 
electric ranges: wall ovens: prlvat 
terraces; parking 

Schools, churches, stores, all near-bv 
adjacent Mountain Railroad Stai ion 
Soulh Orange, NJ Call OR 4-602!*. 



40 
>t 

^1 * Olrn Cove Arcx 
J bdrms . $18,000 
'"Ml bdrm. ear. . $13 000 

il^82, 5772 

l i.i^I RD Ml 'ST SELL 
7 J.DfJCED TO J2S.500 
bl ^.anch. 1/3 ac. many 



/Al r% 
if 



prl 



bedrooms, 1 
wiled den finished 

-yi $36.000 OR S-Misi 
'■*'■ vie. Pmnoramlc water 
Prtv bc h. 5 yr 



LEUfS-U>AIH)N 5V4 Ige rms. new 2- 
fam $185 Business cpl. security rets. 
5 mln C W Bridge Wl 7-4179 

LLUlS.LOADO.NjVi lee rms. new t- 
fam $165. Business cpl, security refs. 
5 mln G W Bridge Wl 7-417* 

LF« IS-LOADON Counlry Cl»b Carden 
2-STORY LUXURY GARDEN BLDG 
Overlooklni! Pell.ttm Counlr7 Club 

3'/ 2 Rms w/Terroce, $137 
4'/ 2 Rms Terroce, fr $162 

NEAR ALL CONVENIENCES 
920-C Pclhamoale Ave or PE 8-1907 

LtAVIs-LOADON 2fe Urge rooms, clev 
bid* overlooking eolf course fire 
»ace. $100 Including parking. Pt 
1 0874 up ill 9 P M , r 

L S; W »*-LOADON 4784 BosIoh Pjit Rd 
2V4-3\4-4l6 rms; excel layout, bcaui 
oc atlon -parking facils. Supl PE 8-00 70. 

LEWISl 17 5th Ave near station 
moo eiev bldg 3-3V4 rms. $67.S0-$IIa 
it Supt or PL 5-13 70 

LEU tS -LOADON~ ' .MASV1LLE RL 

3^-ROOM GARDEN APTS 
Tlvaie enlrances In countrified settlni 
convenient to 
schools, shopping & transportation 
• ee Supt ROg«rs 0-320 

LEW IS-LOADON 4Vi rm modern garde 



Homes — Pennsylvania 



SIDPlAto Tm» Houses $37,500 

One a yr round modern Ranch with 
3 or 4 Sdrms.. The olher a ddlfht- 
fuf rustic house usable for a long 
summrr season lean be wlnlerizedt. 
Bcautllul 3^s acre* with wide view. 

DAVID H. BATCHELDER 

Wilton. POrter 2-3365 

I EDDINt. . Drllrhtful serl oummer h<.e 
Small— easy care 4 wuodr-t acres 
Irplc. cathedral liv rm $19 900 Wk 
■nds— WE 6-26S0 NY »k eve 
MU 5 0140. 

IMDCEF1ELD. $ ncwW deconled room-, 
near busses shoooing 512U Karat'' 
onllonal ulllKles WH 5-8S93 

II 1 DOE WOOD 5-em garden apla $ltS 
Aonl it later occ. Nr shoos A trans 
>e e supl. 2^6 Oak Si. Gl 4-9213 

ROSELLE, Gorden'Type Apis 
"EXCLLSIVC BUT 
NOT EXPENSIVE" 
3 RMS $96; 2Y2 RMS $102 
2 Bdrm Aprs 4-$l 1 2; AYi $1 2S 

GARAGE. $8 
IMMEOfATE & FUTURE OCCUPANCY 

BUS OIRECT TO NYC 
125 MIN STOPS AT DOOR f 
SHOPPING 100 YAROS AWAY 
400 ACRE PaRK WITH 
LAKE ADJOINING. 

Worrinonco Villoge Aprs 

ST GEORGE AV adl Warrlnanco Pk 
See Supl Apl 6C or Assistant Supl 34A 
Chestnut 5- I9f0— Chestnut 1-1688 

lOWAYTON Area. Nr* 1 njttand salt 
box on woooded loi. 3 double bedrms 
'Vi bths. 15x22 llv rm flreolace. built 
n cupboards <fc bookcases R id I ant 
leat. 2-car garat;e nr schools. Beach 
irlvlleges Asking $30.800. VO 6- 1796 

ROWAYTON, f»r le^s than $20.U<Ht 
Tape Cod. rolling partly wooded If. 
•c. b^ach prlvlg Owner NY CR 7-9171 
ext 830. wkdays._ Norwalk: PO 6-3704 

ROWAYTON. Colonial 3 brdrms, IVi 
balhs. 2-car gar ... $35,000 
OOUC LAS BORA Aecy TE fl-aa lB 
CRAWUlHD^i bdrms or murr 0*er- 
lookr Intel Rental -purchase HI 530 * 
P ITT r7YC. . MU B -2355 Simld J>A_2J6M 
f it \W ri>RD<Falrfic,d Wood' I 1 odrir 

) acre pvl beach shoooing schls 
Ra ilroad 6 mln $35 & 4 0 Fl 8-4115 
CR tW KttRDPre* ttral ETtaTr Map 

includes nnuse photos Harrr Bennett 
<Utsoc Rich Ridge Rd, Davis 2-1684. 



R L.'.KLtMilCH VICINITY 

NEW T ERRACE APTS 

BEAUTIFUL. SPACIOUS CROUNOS 
34 RMS FP.OM $140 
JR 4 RMS FROM $150 
> RMS. 2 BATE'S FROM SIM 
6 BEAUTIFUL ROOMS 5225 
Hollywood kitchens dishwasher bultl 
■n ovens, ear space avail lmmed occ 

LONGVIEW TERRACE 

315-325 King St Port Chester 
Shops— Schools— RR within 3 block; 
Sup] on premises^ WE 9-75,*. 

RiL. tV4 A ]^ $175 4e $140 
1ST FLR. MODERN. AIR CONO 
EXCELLENT LOCATION WO 7-323S 



Homes — Kentucky 



ADAIR Modern. 4V* rm> 2 blh<< 
lerrace. carage. Near stalion. shop 
»ln g. WO 7- 0947. 

ADAIR g d n apl. ged llr. excel 
loc. prof or residential Avail July I 
iee Supt I8i Purchase SI. WO 7-458 



MOKTCO.MMtY 

30 YR FHA MORTGAGE 

3 bdrms. fpl. tile bath. gar. nr schls 
Full price $16,600. Prln only. FUlton 
1-30J7T 



RAHWAY— Owner selling 6 rm Ranch 
3 yr* old. mftJiy extras. Asking $2i.90( 
GofKljCOm'l ]ng Call af ler 5 FU _ l-5592 
Mrt'NTCOMFRY 27 PARK LANE. 

FAIR HAVEN. 8-yr corner ranch: 
3 bdrms: TV rm: dine rm.- full cel- 
lar; 2 flrpls; pallo splendid tondl- 
tlon. 100x115. beaut lawn, shrubs, 
trees: oak, pine, dogwood, holly: near 
river, ocean. Attractive price. Action 
wanted! Owner 1 . Demi inter, SHadyslde 

1 055*. 

MONTGOMERY RUMSON 

FARMS ESTATES RiVERFRONT 
ELLEN HAZELTON RUMSON 1-2003 



Homes— West Virginia 



BARBOL'll charm of this gracious 
Colonial with wide Center Hall Large 
living die dining rooms, bolh with 
fireplaces, den with built- In book- 
selves, pantry, klictten * lavaiory on 
lsl fir. Upslalrs a master bedroom 
with drescmg room & bath, 4 other 
bedrooms die b in 3rd fir has nice 
bedroom, bath die storage. 3 car gar- 
age. Excellent f oca tlon Offered ai 

$44 000. 

16 Oak SI. Rldcewood, 
OLlver 2-54 00 

BARBltL'II Via SAODLE EIYER 

GEORGIAN COLONIAL 

With wide center ball, spacious 1W 
ing room. Ilreplace. full dining room 
knehen. family room wilh a ilrcplaci 
and all Ihe latesi bullt-lns. SfX love, 
ly bedrooms. 3 I lie baths, full base- 
ment. 2 car altachcd garage. Extra: 
include wall-fo-wall carpel, Inlercom 
washei d< dryer, dishwasher, refrigera- 
tor- frecier. wall oven. etc. S6j.0Uu 
STOP AT THE PINK BRICK PANCH 
2nd traffic Iitht west of Roule 017 
MULTIPLE LISTINGS 
906 e Rldgewood Avenue 
OLfVER 2-0883 Open sundayt 



MARK.OPA 

Early American farmhouse, completely 
modernited. 1st fir den or 4th bedrm. 
full dining rm, modern klichen. spa- 
clous flvlng mi. 3 bedrooms tt new t'lc 
bath on 2d. Full basement. Oarage. 
Lots of charm here lor only JJO.JOO 

Picture Book Cape Cod. immaculate 
cunditlon, Fireplace, porch, 4 bedrooms. 
2 baths, rec rm Garage. Complelely 
Landscaped. Offered at owner s actual 
cost of $33 000. 

Majiy Olhers from $16,900 Up 
10 So. Maple Ave Rldgewood C f 5- B07 7 

MAlfldtiPA & VIC 
WE SPECIALIZE IN FINDING HOMES 
FOR OUT OF TOWN BUYERS 
LIBERAL FINANCING AVAfLABLE 



Homes — Mississippi 



PHiVfOTIlC OUT-OF-TOWNEKS 
OVER 500 MULTIPLE LISTINGS 
SITHENS REAL ESTATE CI 5-9000 
158 Franklin Ave.. Rldgewood 
OPEN SUNOAYS AND EVENINGS 



Ridgewood. Clse bus-troin 

Gd school— 4 bdrm-f4 bth-fam rm— alt 
gar. $21,800. Owner Gilbert S-97I2 

Po:STOTOC "nuuse-O-Kama" selec- 
tions. Save time-effort. Schullz Si 
Trov ato_8l_No Maple A ve „.OL 2-2660 
Pt^TOTDC Col. J bdrms. den, IVs 
batns. laun rm. por, gar. $26,900 
CUscnan & Co, Gilbert 5-1600 



PONTOTOC, vie. 1737 renler hall 
Dutch col. 4-acre. 3 flrepl; •in law 
wine. Musi see! Jud Corbtn Gl 5-7226 



PONTOTOC 6-bedrm col home. 3 
bths. den. rec rm. 2-car alt car. In 
the 50 s. Shutts-Shutts. OL 2-3510. 



PONTOTOC 4 bedrms. Ifc blhs. ece 



Homes — Connecticut 



&1IMHT HILLS Mouse brautltutt Over 
acre, bcaulllully shrubbed, cuslom 
modified ranch. Geo. Allsopp DRexel 
6 ■ TlSS 

bO. VlllmLIM \ -i bdrm cape Cod 
with cas heat and parage. CI mort- 
Knge loi 50x100. Phone PL 5-4660. 
INJ1. 

SDt Tll H1VI R. Located In Mlddlcies 
County altracl 7-room Colonial, large 
llvrm wtih granite llreiUce. dlnlnc rm 
sun parlor. 3 bdrs 2-car garage. gOxlOO 
loi 5i<» 900. mtce assumed ofiiy *i 9on 
Near NY express buses. CL 7- 1870 

bPRI.SC LAKI. 8 jr old home con&lst. 

lug of 4 bedrms. 2 balhs. living rm. 
dining rm kitchen, hoi waier he.it, I 
block to beach. Owner uys sell at 
522.000, immediate Occupancy. Wc have 
key 

LONGSTREET AGENCY of Spring Lake 
312 MOTH S Ave Gibson 9 5400 

bPRING LAKE. Only brand hom 3 bed- 
room spin, norms die screen*. $26 500. 
Pr incipals Gibson 9-86 95. 

STAMrORO— Rt.LO< AT1D DHSKB 
Must sell l yr-pld charming Ranch In 
No SI am ford area with gracious living 
for a commuting executive On 1.7 
acres wiih ai earn- fed natural swim- 
ming pool and In Immaculaie condl- 
llon, Ent hall, llv rm w/ipi. dining 
rm. panel brkfst rm. kit * appls. 4 
bdrms. 2 bths. panl family rm. Lndry 
2-car gar. A tine buy at $46,500. 

BOB MEEK 

FAfRFIELD COUNTY PROP 
Bedford * 4 SI DA J5- 4 197 

STAMFORD 

BUILDER'S SACRIFICE 

Colonial Ranch on o»er 2 acres. 
Easv commuting. Porch entrance, 
flagstone foyer 40* living rm. 
flrepl. dining .m panld den, 
equipped kllch. brkfst rm 4 bdrms 
3 balhs, playrm, fro!, basemi, altlc. 
2-car car. Aske $ri3 90f 

KENNETH IVES & CO. 

96f High Ridge Rd Da 2-3441 

14 E 55 SI. NYC MU 8-lgOO 

STRATFORD. Fre-Rrvolvltonary home 
In Pulney Center hall Colonial win 
I b d rooms on second floor 1 on ihtrd 

1 living rooms, dining roim newly re 
nodded kitchen wiih dishwasher. Firs 1 
floor utility room, basement playroom' 

2 balhs II closels 5 1 1 replaces, screened 
x>rch. Acre lot. large swimming pool 

Owner transferred — $34,900 
Two minutes to Merrltl Parkway and 
en mlnules to ConnecllCUt Thruway. 
Conl act TTX_5f8 7 Times. 

TAMFORD HILLS -On nearU 4 

acres high open land of fields & 
irehard surrounded bv big old maole* 
150 yr o:d remodeled farmhouse. Llv 
nK rm. dining rm. bolh with fire- 
olaces, den. 4 bedrms. 2 baths Big 
barn, flllle playhouse. Owner Trans 
erred $52 000 

EXCLUSIVELY SHOWN BY 
ULLA POSNANSKY 
Long Ridg e ai Ersklne DA 2 -269 

iTAMFORD Rldgn. 
An Immaculate 3 bedroom 2 baih 
spilt In young neighborhood. Llv rm 
w.fpl dm rm. kllch. 1/3 landscaoed 
acre Won't last ai $26. "00 
JANE CYPRES DA 21675 

996 High Rid ge Rd open Sun 
STAMFORD. A toss Partnership dis- 
solving, sell at loss Saw Mill Rd. Co 
'onlal, 2 acres, lake 3300 sq ft living 
irea. landscape J, reduced from $55,000 
:o $48,200. This won' | last long. 1st 
Istln,. NE 7-2041. DA 4-9366 

STAMFORD. Beaulll>il one acre house 
sites $7,500 lo 58.500. Also available 
/ rm ranch, $37,000 
Merrllt Pkwy, Den Rd exit follow signs 
Barclay Estales OA 5-105 5 

iTAMFD. Raneh 1+ acre, lib— rec rm 
wiih flrepl. 3 bdrms. ^ balhs. $46,500. 
ieo. Castles_DA 2-1601. 
STAMFORD Dlstlncltve name, 3 "bed- 
rms. 3 baths, swim, pool $55,000 
JACK M CLAUGHLIN. OA 2-1651 
iTAMFD Desirable spilt lev. Oame rm. 
fplcs. 3 bdrms. 2 bths. $29,000. 

CABLE Rlly. Fl 8-4247. 

MlDDI.rrSEX Ridsreroft Apts.'view ol 
nalural beauly. conven to everyihln;. 
J>-i_rms_$J 20 roo._ME 1-1791. 

MfDDLFM.X vie. 3W & 4H rms troM 
5130 swimming oool Cedar Hill gar- 
lens 35 So Bway Irvingion f.Y f-840i 



Homes — Virginia 



ROTETtll RT FnglcHOod. On Trafalgar 

St. 0 rm. brk die stone 4 odrms. 3 
olhr i lav fam rm. semd |ior. r>*c rm 
2 *<r gar. Ice prop. &69.900 0*rer 

TEan eck 6-5372 

ROTI-TOl'RT 1 900. 4 bdrm Ope Cod 

atl garage, brick screened porch, sem 
finished recreallon rm. $15,000 . 5'v: 
mle may be assumed TE 3-0316 



Rl'Tl.rft . $24,990. 7- rm split S yrs J 
bdrms. finished rec rm expan attic 
pallos oversized gar. 65x150 plot * r t 
Gl m l g. extras, nr cveryih l ng TE 6-165 1 

BOTETOl If T split level Tudor. W 
Eng. Whtttier 4 bdrms. 2^ baths fir 
bsml healed aillc 2 car gar. many 
extras $3 9.900. Princ only. TE 7-7734 

BLTfFll 

ROARING 20'S 

Colonial— 3 bedroo-ns. 1% baths, living 
room, bk' dining room. large kitchen 

2 car garage $22,500 

Ranch— 8 year old. living room-din- 

Ing room comblnanon with fireplace 
nvxlern klichen. 3 bedrooms, ttle bath 
altached garage lovely location $23 500 
Colonial—Stone and frame excellent 
I ransporl al Ion and school area, foyer 
enlrance. Iar?e Il'lng room with fire- 
place family site dining room, paneled 
den, farm klichen wllh dining area 

3 bedroums. finished paneled recreation 
room, pano and <arage 524 900 

Colonial— Brick and frame. S years 
young, living room with fireplace, din- 
Itur roum. br jcli] kitchen, 1 ^ balhs 
attached garage, beautiful grounds. 

$25 90f 

Colonial— Mellow and roomy, music 
room, living room dining room, mod- 
ern kitchen 5 bedrooms, 2 new i He 
balhs. cxcellenl locallon $27,600 

SMITH-DAVIS, Inc. 

S3 Ojunly Rd. Tenafly LOwcll 7-1166 



111 1 Lilt Irani $-bJrm. l^-bth cu 
Colonial, lirol; beaut area $25,900 
Frank Dupignac, LO 7-4300 

fin I.Flt Superb Duteh cSonlal: 
Old Smith seel ion; woodeu knoll, 
brook: Jai.000. Carrel t Felter, LOweil 
6-2142 

f EN AFL bcrr; 1st fir ma ler bdrm 

4t batn. 20x26 family rm. $55,000. 

James E Hans on * Co. TE 7-3800. 

TFSAPL Sparkling Dutch Cot: 3 Ire 

bdims. den. flrepl. 522.900. Beck 

Really. LO 7-SS50. 7-1313. 

TEN 4. PL E 11*11 — • bdrm $ blh Cape 

lmmed oceuoy— w. w. irpl: rec rm . 
Prestige' S43.WO Jack Smlih LO 7-0Qg9 
TENXFL E. •■Ill Beauiiful aero 
plots. Models on display K * L Cus- 
pro Homes OU 5-6038. PO 8-5930 

TOTOWA BORO, 

6M» rms. I-tam. ultra mod In every 
respect. Holly kitchen Col lllc deluxe 
balh. Ige llv rm w picture window, w-w 
carpel, dining rm w/lge wall mirrored 
unit it bar. fin bsml playrm. 2 off- 
sireci garage 2 air condtiloners, recess 
radiation. Ask $2t.900 "Excius" 



Homes— Alabama 



Jnion. Rnch, 3 bdrm, 1 V2 bths 

fireplc. large finished rm upstairs; sult- 
•ble professional or prlv: pr inept only: 
.sklng 530.000 Murdock 6-0384 



MONTGOMFRY LAHCE HOME1 
IDEAL LOCATION FOR PROFES- 
SIONAL USE. MURDOCK 6-7S5q... 

CHEROKEE lo mln Times So. $ rmv 




Homes — Vermont 



VIM LAND— 6 rms. tllr blh on 175 * 

tfcO corner, paved sis. plenly Irees 
PLUS 4 place parage w.lav 4t sin* 
EASILY CONVERTED TO OR S OFC 

1 btk hmp. Many rxira<>. $30 000 FOi 
dLtMllc Mrs. M Belli. Stale A Chest 
nul Ave, Vlnelaiid, 

WAKiiriFLD. brk drt 2 lam 1-C. 1-7. 

full b^ml . | fare ion • economical 
living 524.500 Cash 56.000 lerms 
JEROME Heservoir vie. brk del 
:orner. 1-6 l-t extra ige rms. full bsm], 
ill. 2 car det uar Exc opply profes- 
.lonal use $50 ooo. lerms 
PELHA PARKWAY NORTH, brk det 
J rms 14 bdrmsi lull bsmt. patio. 2car 
■el xar Asking $22 500 
VIANY OTHERS OPEN TODAY 

Colonial— 3 bedrooms. IVi balhs llvlni: 
r'x>m. bl? dining room, large klichen 

2 cat garage $^2 500 
Ranch— 6 year old. living room-din- 

Ing room combination with fireplace 
modern kitchen. 3 bedrooms tile baih 
altached Karage lovely locallon 523 50 0 
. Colonial— SI one and Irame excellent 
transportaiion and schwl area, foyer 
entrance large ll- Ing roum with fire- 
place family ike dining room, pan le* 
den. farm kllcnen with dlninc area 

3 bedrooms, ttnislied paneled recreallon 
room, patio and <;<irage $?4 900 

Colonial— Brick and Irame. 9 years 
younu. living rwrni with fireplace, din 
In* room, brtchl kitchen, m baths 
attached garage, beautiful grounds. 

$15 90^ 

Colonial— Mellow and roomy, music 
room, living roum dining room, mod- 
ern klichen. S bedrooms. 2 new lllc 
balhs, excellent location . . $27,600 
152 E. 23 ST Kf 7-8704 

WAKEPIELD 2 lam brlrk (AT m, 

plot 33x177 Price $29,000 
KtEFHABER OL 2-8eXtt 



AARRIN ST. 4Z.25iIO0 store, bunt t3) 
lofls 1^.000'. nr sub. rent all -pax], 
3rokcrs orol. P. Hlrth OX 7-6299 



WASHINGTON 2 tam brick, 12 

rms. 2** baths, parquet llrs. oil nr 
fransp. Asking $16 900 MA 2- 4347 



Homes— New York 



CANARSIE 

WE HAVE A CHOICE SELECTION 
OF ALMOST NEW 1 & 2- FAMILY 
Bungalows Duplexes die Split Level* 
EXISTING VA & FHA MTCES, 
OTHER RESALES ALSO AVAIL. 
TOP DOLLAR VALUES 
OPEN EVERY DAY 
TERRY R'LTY 9105 AV L CL 1- 1200 
BAY RIDGE 8$ St. deUehcd 1 family 
6 spacious -oo mi, 2iq balhs large 
Uvinqroom with open fireplace powder 
room flrrt floor, cheerful kitchen. In* 
spect today and make offer 



EXCLUSIVE LISTING! 




MILLION 
MORE 
HOMES 



A CHOI CE INVES TMENT 

This season the average 
nighttime program on the 
CBS Television Network 
delivers 785,000 more U.S. 
homes than the second net- 
work, 996,000 more homes 
than the third. This makes 
the seventh straight year 
that our advertisers are 
winning the biggest na- 
tionwide audiences in 
television. As appraised 
from A. C. Nielsen Reports 
I October 1960-1 March 
1961, 6 to 11 pm, AA basis. 

BEST LOCATION 

CBSTELEVISION NETWORK 



OUTS 



VIEW 



8KLYN HI' 147 NTS. 4 slorr bide with 
four 6 rms- balh apis..* gard n. oil 
heal fdeal Ige family. Only $10,000 
cash req . Owner call eve s . _ M A 4-241 9 

BKLYN tIGHTS. Cobble Hill Charming 
2-lamlly. $22,000. 4 family, excel cond. 
$30,000 1/3 cash. Evelyn Brown. Bkr. 
J A 2 t624. 



Homes — Georgia 



vVESTPORT BLUEWATER HILL 

loniemporary ranch house, private bch 
m. Larce (Mass louvercd porch shadr 
ree*. $40,000. Owner CAollol 7-6726 

BLF< KLE1' Dnlch Colonfal $22,500 
Perfect cond. cenlral loc. 7 rms, 3 
bdrms. brick tireplace. full din rm. Ige 
itlch wllh paniry. 3-car gar, spill 
all fence. CApltal 7.S22L 

BLECKLE1 .WESTON- NORWALK 
t-4 bedrm homes. Priced from J34.5(K 
-t S OOLAN CA 7-8043 



BLECKLEY 

5 bedrooms. 2Vt balhs. $34,500 
Fairfield Land & Title CL 6-045C 



W 1ILLCKLE1' Large, sunn), allruct 



Homes — New Hampshire 



liVESTCAltllMl L.new sol 1 1 level. Idn. 

communttv. 5 rms. 4 bdrms. recrea 
.ion room, fireplace. 2-car garage. o>r 
baths on dead-end strecl 5J5 '""i 
Lall for appointment, days RE 6-IT9(j 
•veulngs. RE 1-3579 or inquire 9 Lin 
lfn CI Weil Orange. 

HIST < A It II » 1 1 f lrf cuiIjib bwllt nnr'h 

Panoramic view of skyline, l 

.arwe rms. lalousied porch. 4-car gar 
jail/wall carpel, lull drapes. Ice wmlri 
n lap extras, leaving siale. $50.00* 

v alue for $t5.5O0_ RE , 1-545* 

WtiiT ORA.M.I — <irrecry section. Hirer 

bedroom home carpotcd. modernize 
a lr- cond I Honed plus many extras. C- 11 
veriings Call REdwiyxl 1-6117 



Homes — 



NORWALK 



vVILTON 

525.500 -Contempor ry bulll-ln HI F] 
bxcellcnl schools-3 bedrooms 

■29. 500 - Con 1 em pora ry ■ beau 1 1 1 ui wood - 

land -4 bed rooms- 3 baths 
32.500-Conlemp-attrac landsc acre 
playrm-2 f plci-3 bdrms-2 B 

JAMES E. GREENBERG 

544 Riverside Av West port CA 7-1002 

WILTD.V Col ranch, 4 yr* old. 2 acres 

4 bdrms. llv rm, din rm. 2 blhs 
,iorch. compl air cond 5 mm to RR 
! car garage. 5t0 000 Owner. Ponei 
■-3430. 



Homes — Massachusetts 



WILTON CNTRY prli aey, sptendor. 
small lot dcvelopmcnl priced 3 bdrm 
anch. ac. + BIdr. PO 2-3>jHA 



WILTON. River A falls-I slory. 7 rms 
3 baths. 2 acs $49,500 

S HORELINE REAL ESTAT E PO 2-554* 

WHITK gT. 51. nr Canal HI 4.000 -«i 
fl store— 2 bsmnts. Air cond. Hi cell. 

rivy load. etc. Prlc? $12 000. BO 9-8HH 0. 

WHITE MEADOW LAKE. 3 bedroom 
furnished ranch house. Oil heal. April 
4ay. June. $125 ma 23 Miami Trail 
iall UNIon 9-0056. 

WHITE 'MEADOW LK. 59.250 Braul 
f-bdrm home overlo^kg lake. Herbert 
Chwartl Br WO 2-3454. OA 7-2a00lNJ 



IIAMPMIIRF Lake 6 rm brk & sfone 

ranch. fullyHandsc m «c ige equlpp* 
iwlm pool, barbecue. Pvl rd 3 lg> 
bdrms. 2 blhs, Ige llv rm. fpl. cei 
hall. Ige din rm. mod kit. dlshwshr die 
efrlg. Ige fin rter rm w bar and fpl 
Laun rm equlppei: 2-car garage, paved 
Irlveway. Conv location ..$SO.0W 
$24.000 ml ge. PA 6-3752. NJ 

WUODCLIIr LAKE. Cuatom brlea 
sione ranch' 24' kitchen, r*alf-acre 
■ t7.600. Thomas Busiard. NOrih 4-76ft 



Homes — New Jersey 



VILL GREEN » eUch 

95 NORTH BROADWAY 
Beauiiful gardrn apis tn elecant Geor- 
gian selling: 3Vt dt 4^ rms from $135. 
free outdoor parking, near schools. 
Chopping dealt transp. Supt WH S-51I6 
ESsE\-III DSON 315 MAIN ST 

LUXURY ELEVATOR BLDC 

Huge 5V2 (3 Bedrms) 

2 BATHS TERRACE. DISHWASHER 

ALSO 4 ROOMS 
Convenient to shopping die schools., 
i mmed occup Supl o r WM_6-0395 

ESsFA-ffl OM)N' I1J NORTH BH AY 
Beautifully landscaoed warden apt. 

4 RMS II BATH). $155-$160 

5 RMS (2 BEORMS). $175 
Sxccl locallon. EN 2-6900 WH S-3911 



Homes— Maryland 



PRIM E LEOttt.E, 

^eautlfuily landscaped garden apis 2 
m s $118. 4^ rms, $150. WH 8-5908. 

WHITE PLA'lN .. P \KK SITE APTS> 
2 Wesi Chester Av ai circle. Modern, 
jjal elev. bldg 3^ 4Va A ten I on ore m 

WHITE PLAIN'S 

THE WESTBROOK 

Modern Elevator Apartmenis 
Shorl Walk 10 Schools & Shops 
Ooorman Service 

*R 3 ROOMS $125 

l*i RMS t2 BalhS] 5170 

3% RMS t3 Balhsj 5195 

)0 Franklin Ave. See Supt. RO 1-2471 

WHITE l'LAIN 

44 NORTH BROADWAY 

. STORY MODERN ELEVATOR APTS 
CENTRALLY LOCATED 
4^ Rms from $172 
Supl or phone RO 1-0546 



vVHITE PLAIN VILL GREEN 

95 NORTH BROADWAY 
Beautiful garden apis In elegant Geor- 
gian selling: 34 & 44 rms troro $135: 
,iee outdoor parking: near schools 
ihopplng d< all Transp. Supl Wit 6-511$ 
•VHITE PLAIN 325 MAIN ST 

LUXURY ELEVATOR BLDC 

Huge 5V2 (3 Bedrms) 

2 BATHS. TERRACE. OISHWASHER 

AL^O 4 ROOMS 
Jonvenienl lo shopping A schools 
.mmed occup Supt or WH 6-0395 



.V111TE PLAIN 111 NORTH BWAY 
Brautlfully landscaped garden apl. 

4 RMS tl BATH 1. $155-$160 

5 RMS 12 BEDRMS 1. $175 
ixcel locallon EN 2-6900 WH 9-3$If 



Homes — South Carolina 



< HE^Tr RHFLD 

jeaullfully landscaped garden apts 3 
ms._$118_44 r ms 5150. Wit 8-5908 
rilFVTFRHfLD. PARK SITE APT* 
1 Weilchesler Av al circle Modern 
utl elev. bldB 3^. 4^, Agent on prem 

< IIFSTTKI fFLO I 1 Rf MSI N ROAt 

New Garden Elevalor Bide 
DELUXE 3 BEDHOOM APT 
Terrace 2 bths Immt! occup. 
SPECIAL TERMS 

yo f-S599 XP^-l 71 

*»PARr\> $ roomn. ovrrlookint Hud 
son. new building free gas swim 
nlng pool * parking $125 E<iell«> 
ranspor atlon Immediale occupant 
jSO Warburton Ave. Se> suol or CI 
i : 3123 . 

< MFsTFRt lirD 3 VALENTINE LA .N't 
iew Hcv 01 dc conventeni to ever> 
hing. Large 34 rms Immed occut- 

SPECIAL TERMS 
IO 6-6095 YO 8-477 

SPARTAN! 1 Remscn Rd. New Cardet 
elevalor bldg True suburban livm 
:4 34. 44 6 laice rooms. 

SPECIAL TERMS 
A'O YO 8-477 

SPARTAN— «'* HARBLRTON A^ E 
! iiuoio. sy4. 34. $128. 4. lerr. $!*■ 
incl gas. pkg. swim pi. supt. GR 6-o:': 



••PARTAN^lc Lincoln Park Modern 
ororm apt. 2- tam house. 14 bal 
:ar. garden Conveniently localed. Ui 
turn 5195: turn 52 45 YO 3-t76 l. 

f.llr.sTLIlrlr.LD I-fam. Iwo 5-™ »PI' 
2 oins ea garages, for rent $1*0. vi 
,*rnss Counly Shopping Or. nr Irai 
vIO 8-7643 

SPXHT AN' Z^O^TiTfNTTNTTAN 
new eiev bldg. convenieni ti> ever 
nine. Large 2 rooms Special term 
rO_5 I fil_56___ _ Y O 8-47 

■vPAlfTA N Cr * it one area 5 ex I 
large rooms excellenl location, n* 
bldg lil floor corner. 30 nun C 
•^nvenlcn 1 schools . sho ppln g YO a-72 

SPARTAN 560 TIXKAIIOE ROM 

GRASSY SPRAIN GARDEN APT 
Modern, beautiful 34 larce rms. $1 
Garage available SP 9-299S 



Votenhne 1 
NEW LUX . 

CIK It Z k PA ft r.Ml 

2^ 3 ••, A/2 

■- 'f'T f f < V 
IIA.NLOt K \t XI 
■"KIVEK E 

615 WARBUf 

OVER LOO KIN H 
fret .wlmmtns f">'i 
3- 14 A 1 rmi 
air c.jiiJ in si, 
CR 6 



II tNiTtX.K 

Nr» Garden E 
DELUXE 3 BEj 
Tfrrace 2 till>s 
Sf'tCIAL 

VO 1-S549 



II VN< Ol K 3 itnimi. 
son. new buiMinc 
ming pntii tt parxtu 

ransporiailan lmm> 
j50 War burl on Ave 
j-3123 

11 \si~tn h ua ^ 
^cw elev bid?. con\ 
thing Large 34 rm 
SPECIAL 1 

rO 6-6093 



11 INt tit K I Rtn rn 
elevalor Bldg True 
;4. 34. 44 6 laice. 

SPECIAL 1 

HO 1-5SM 



H.1N4 tit K— CIK H \ 
2 sludlo. S!»t. 34. $1 
incl gas. pkg. swim pi 



II \N1 ilCK vtc Lincolr 

bedrm apl. 2-fam 
?ar. garden. Convenlc 
turn $'9j. turn S 2tb 
II \>4_l»l K New 2 Ixo 
2 blhs c-t garages 
'ross County Shoppln 
VtO 6 7643 



Homes — Rhc 



Ng» PORT Cr vsloiw 
large rooms, excelte 
bldg 1st floor corn* 
'onvenlenl schools, sh o 

N»Upi*HT 5*0 T 
CRAS.9T SPRAIN t 
Modern beautiful 3v, 
Caruge available 



Nt * r*JllT* 
urlous i rm apt fully 

*reup KI 3 44M 



NI- W PORT * Ige rms 
hse Nr Cros. 1 ; Co Cc 
xrc. 152 Florence SI 



NEW Ptl 

3V* room, for rent 
Bronx River Road. 



M WPORT Cardrn 
Si 14 20. near shops 
parklne 36I arkview 



Homes — D 



NEW CA'sTLF ->f W 
8-STORY ELEV A 

center-hall Ranch, 
new wall- 10- wall carpi 
many extras. 80x100 
scaped. Large pallo. 
Walk to school, shot 
IH ROOMS 
1 12 BEDROOMS! 
14 H4 Balhsl 
*4 12 B ATI f S-TE RR A 
i4 13 BEDROOMS-TE 

OVERLOOKING TIE 
coastal waierway. 
jCiren porch lerrace 
.each has cuslom close 
dreslne area, all-elec 
n. . big llving-dinlng 
pool. 2 blocks fo 
lurnd. alr-cond co-o 
$25,000 Incl. carpelg 
furnlsh g avail, call is 
' FREE PARI 

Ullra-modern kltchei 
cabinets Prlvale | 
rcallon area Air 
DfRECT IONS: BY 
River Pkv.-y 10 Cross 
wesi on Cross Count 
1 before loll charge 
Lell I urn on Rum c 
BY BUS— Gel I y Sq 
Rumtrv Rd. 



Homes — Nortt x 



-1 



CATA» r 



The Carlelon Hou>e 
picturesque Washingto 
J5 nunuies from mid 
near golf clubs, yacnt 
leniences All apart at e< 
lerrace* off flvint or d 
spacious room layouts 1 
OlSriNCTIVE LOB B 
TRANCE . DELUXE Rl 
FREEZER . ULTRA -M< 
ENS WITH FORMICA 

WALK-IN CLOSETSj 
CLOSED STALL SHOW 
NUM WfNOOW SCREE 
TILE BATHROOMS 
TIONINC A TV OUT 
CAS . FfHEPROOF CC 
iTRUCTlON. _ J 
NOW RENTj 
FOR IMMEOI ATE \ 

I BEDROOM APART1 

$215' 

per mont 
Also 3 Bedrooms— $33 
Car direcilons: New El 
:o Larchmoni Exll j 
■ north) lo Chalsworl 
1 east 1 on Chats won hi 
Washington Square RU 
apartments. Or: Boslorj 
jrli |o Chaisworth Avel 
Lefi on Chaisworlh, 2 
tracks to Washington \ 
4 block 10 apartments 
ttentlng office on prerri 
and Sundi 
TEnnysnn 4-1 
OR 1 

- Brown, Horris, S| 

Managing A 
14 Easi 7ih st 



SPLIT-LEVE 

Sell-Uaving For West 
tall ^oaciuus Ranch 
bedrms. plus den die tth 
1200 so ft playroom lln 
la ree patio, outdoor 1 
beautifully decora led. \ 
landscaped. redwood 
celling dramatkallv dro 
with full wall fireplace 
mai dining rm. very 
klichen Includes washei 
washer, refrlg. II fl 
526 000 wllh low cost 
monthly charges 5140 
laxes. or bank has apo 
mltted tp new mtce wl 
payment Myrile 2-6362 

UTAW 13 ~ '1? >>li>H 
Tudor: marrtlficeni ga 
plele privacy. 4 master I 
rm. 3U bihs mahoe lit 
laree modern kitchen. 1 
w fi replc tt ba r L ow 

rtTlVDt <(£H Dl U' 
neidstonc onck & ir 
llv'g rm « Id lormal I 
In modern kitchen. 3 la 
14 baih garage 6f>xM 
plot lovely s ec POOR IT 

t' tr.twHt I area: DIs 
Ennisrt ret Perfect co 
all rms kinc sire Den n 
rm on Lsl fl. 4 bdrms. ? 
I2S ft P'ol Low laxes 
Asking 529 500 Simon 



you can't cover 

ATLANTA 

without 

WAOK 

America's 
Most Powerful 

24 HOUR 

Negro Station 

SALES RESULTS THRU 
POWERFUL PERSONALITY 
PROGRAMMING 

featuring a concentration of dy- 
namic hometown personalities with 
81 years of combined proven air- 
selling experience! 

WAOK 

ATLANTA 

For Details And Avails Contact 
Daren F. McGavren Co. or Stan 
Raymond— WAOK— Atlanta, Ga. 

Buy In Combination With 
WRMA, Montgomery, Alo. 



WSLS - TV 

Roanoke , Virginia 

• • • the 

station 
where 

leadership 
integrity 

are 

tradition ! 




NATIONAL REPRESENTATIVES 
AVERY- KNOOEL, INC. 

THERE IS NO SUBSTITUTE FOR INTEGRITY" 



by Joe Csida 

m Sponsor I 



'Fools rush in' 

No angel in his right mind would tread in the 
mystic land of radio and television program prog- 
nostication. Certainly not prognostication o\er 
a period of the next ten years in this era when 
the world daily shrinks ever closer to the size 
of a pea, and events move almost literally with 
the speed of light. But Norman Glenn and the 
Ohio Broadcasters Association evidently know 
where to find at least a few fools who will readily walk in where the 
angels won't. Norman practically set it up for me to talk to the 
Ohio Broadcasters this Friday, 7 April, at their Spring convention in 
Greenbrier on programing in the sixties. And if I'm going to make 
myself look a little silly in front of a couple of hundred Ohio broad- 
casters I don't see why I shouldn't give sponsor's nationwide audi- 
ence a glimpse into the same Csida de luxe crystal ball. 

As far as I ean see, the only way to come anywhere near ^\hat 
may turn out to be the programing pattern of the sixties is to review 
today's programing and the current forces at work, which seem 
most likely to have an effect on what kind of shows we'll see and 
hear in the next decade. The greatest single force, I believe, is the 
point I mentioned in my lead: the rapid internationalization now 
going on in every portion of the world, as related to every other 
portion of the world. As you know, even in this quite frigid cold 
war atmosphere, Britain and Russia have been linked television-wise, 
and in the immediate future will have an interchange of programs. 
The Russians will see the British Trade Fair, live, and the English 
will have a telecast of the Soviet May Day parade. 

This internationalization must inevitably reflect itself in both the 
radio and television program fare of the future. Another quite 
obvious force at work these days, and one which also must have its 
own influence on shows in the next 365 days is man's steadily in- 
creasing penetration of space. Now that the Russians have a man 
in space, it is inevitable that over the next ten years we will havel 
an increasing amount of radio and television time devoted toj 
fictional and factual matters dealing with the planets, the galaxies, 
their flora, fauna and people, or things, if any. 

Here to stay 

In addition to these broad global and eosmie pressures, radio aiu 
television programs in the next deeade will also, of course, be greath 
influenced by more immediate and continuing domestic pressures 
There is little doubt in my mind, for example, that over the next tc* 
years government interest in programing will remain at a high level 
if the government doesn't decide to actually move into the program 
ing picture. This is particularly true of television. Whether th 

(Please turn to page 15) 
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EAGERLY WAITED 

0F THE YEAR / 
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WITH 

A SENSATIONAL NEW SIDE-KICK 

RAY HAMILTON 

as Al Casey 














BRODERICK CRAWFORD 
Now ... in a brilliant role 
CERTAIN TO SURPASS HIS 
TRIUMPHS in "HIGHWAY 
PATROL" ... for years the 
nation's #1 syndicated show! 




A- 




ZIV 



V 



ZIV UNITED ARTISTS. INC. 
488 MADISON AVENUE 
NEW YORK 22, N.Y. 





BIG FOR 

VIEWERS'- 



B/G FOR 

NATIONS 






A Powerful 

SALES AND PROMOTION PLAN 

helps you excite your salesmen, 
dealers and customers . . . opens the 
door to greater sales and profits! 



r 




I 




KING 



MOPJDS 



starring 

BRODERICK 
CRAWFORD 

as John King 
with 

RAY HAMILTON 

as Al Casey 



The new 
power 
in TV 
programs 






ZIV-UNITED ARTtI> 
488 MADISON A * 
NEW YORK 22, > 




nsor 



(Continued from page 10) 



[einiedy administration wins itself a second term, and thus carries 
irougli eight of the ten years we're covering, or whether it doesn't, 
do not believe that any administration is likcl) to come into office 
Inch would not take a most active interest in television programing. 

At the present time, indeed, the new president of the National 
association of Broadcasters, LeRoy Collins, himself, of course, is 
rging a type of quality programing he calls "Blue Ribbon"' on the 
ation's broadcasters. Against pressures of this kind, naturally, 
lere will be the constant, and 1 believe increasing, economic pres- 
ures on the nation's radio and television networks and stations. Like 
very other business in America, broadcasters are faced with rapidly 
isiiig costs, a most drastic squeeze on profits, with no real end in 
ght. This obviously makes it essential that broadcasters manage 
) attract the greatest possible mass audience, at least in prime time, 
f they do not or cannot attract such audiences the} will have great 
ifficulty earning a reasonable profit for their stockholders and may 
>se valuable ground to other media such as newspapers, magazines, 
tc. These two pressures have been with us since broadcasting be- 
an, but the significance of them today is that each has increased 
1 intensity to a peak never before known to the industry. 

It says here in my crystal ball that the net result over the next 
ecade will be more true public service programing, more educational 
nd quality programing in prime time than ever before. I should 
dd that a couple of other forces will contribute to this picture: 

(1) President Kennedy's broadcast and televised press conferences 
Iiemselves are interesting more people in the more serious issues. 

(2) Long before the Kennedy administration has run its course 
| will be responsible for utilizing radio and television to bring to 
le people in dramatic and fascinating documentary form programs 
n virtually all the key issues, domestic, international and interspace, 
f the day. The Kennedy administration will utilize show business 
nd broadcasting pros to a degree no administration before ever has. 

(3) Over the next ten years the educational program in our 
)untry will be stepped up and improved at such a rate that more and 
tore of the people will find public affairs shows as fascinating or 
iore than they now find The Untouchables and Gunsmoke. 

Age of specialization 

In radio programing the intensified competition among phono- 
aph record companie's, plus the equally intense struggle for busi- 
ss between the stations themselves will have a decided effect on 
rograming in the sixties. .More and more stations will be* forced 
rto seeking a specialized niche, and more and more record com- 
anies will be supplying product to program toward developing 
)ecial niches. Editorializing on the part of broadcasters will in- 
ease and become more and more effective in the next ten years, 
evs programs will take on new forms and dimensions. 
Pay television will have the tendency to upgrade and improve 
ee-tv programing. The Telemeter operation in Etobicoke gave its 
istomers Menotti's The Consul, Carol Channing s Broadway revue 
how Girl and Bob Newhart in recent months. Free tv will have to 
ove onward and upward to buck that kind of competition. 
All in all the next ten years are going to be exciting ones in radio 
id television program development, as they are in every other 
'spect. And that's enough treading for one fool. 



GOOD 

NEWS* 

6 out of 10 copies 
of SPONSOR go to 

BUYERS OF TIME! 
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WTRF-TV SSSZ, 




T R Erf ic 1 



M f '\ J R t/" Ni PAR- 

)R t s y r BEFORE 

.-.e re dr*e f 

THE TH NC st a men dread 

-i tier past s ts length 

Wheeling wtrf-tv 



KAREN COED rep ts that v\hen an Ohio 
ta'e P* f a^.e M ke t name two ancient 
* ort c ^ V e answered 'Ant n v and 
C e pat a 

wtrf-tv Wheeling 

DlD|A HEAR at .r Metre a g-tt ng an aware 4 
The N.^be y pr ze ; Or the lady South of 
" e Boeder wro c eted herse t back to her 
f rner *. e te^ess and wt ose pr d hus 

: and ca'led her h s Metrecali Rose ? 

Wheeling wtrf-tv 

T WO BJ^ N c MEN .*.^re tak ng Is vour 
acke't-s r>g getting res.lts 3 tnquired the first 
li s jre is m aned the second 'Last week 
we ad en seo t r a n ghtwatchman and the 
*ic\t n ghr v-e were ro 3d 

wtrf-tv Wheeling 

ADVERTI NC RE' ; LT n the Wheeling 

MeubPm le ndus^r at Oh Valley are suo 

essfullv de ivered by the t ig and buying tv 

audience dom natea Oy WTRF TV from 

Wheeling Ask George P mg'-ary to give 
>ou the specif ^s 

Wheeling wtrf-tv 

DlDjA NOT I C A man's horse sense seems 
10 d vert him whenever he's feeing his oats 
wtrt-tv Wheeling 

uM REMEMBER, nudism is merely a different 
way of looking at things' 

Rep Ceorge P. Hollingbery 



CHANNEL |V 


3 WHEELING, 


SEVEN C 


_ WEST VIRGINIA 




★ MATURE, ESTABLISHED 
PERSONALITIES ★ AWARD 
WINNING NEWS ★ EX- 
CLUSIVE HELICOPTER 
TRAFFIC REPORTS ★ 
FIGHTING EDITORIALS ★ 
ADULT MUSIC ★ 




THE STATION OF THE STARS 
CALL GILL-PERNA, INC. 
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Timebuyers 
at work 




Irving I. Herz, executive v.p. of Co-Ordinated Marketing Agency. 
Inc.. New York, relates. "In buying time for our clients, who are 
primarily concerned with the food field. I take two distinct ap- 
proaches . . . one for programs and one for spots. For radio and 
tv programs. 1 am not a strong believer in strict cost-per-thousand. 
More important is the type of au- 
dience it reaches, the program it- 
self, and the loyalty of the lis- 
teuer to the personality involved. ■ 
These are the factors that make a 
program successful and of positive 
commercial value. Within this 
framework. 1 permit the person- 
ality a great deal of leeway. I 
supply him with a fact sheet on 
the product, instead of a prepared 
commercial. In this way. he can 
tone the copy to his own audience, 
using his own formula for success, with the result that the message 
is delivered with more sincerity and authenticity. In buying spot?, 
cost-per-thousand is of greater importance. Often. I try to de\elop J 
a saturation effect by dividing the budget into weekly amount.*, 
spending the entire week's budget on one station for one week. ' 
switching to a second the next week, etc." 



Bill Yuroka, Metropolitan Advertising. l\ew York, feels 'that buyer* 
must take advantage of the information provided by all the station 
representatives for a gi\en market to get a comprehensive picture. 
''All surveys made by various stations in a given market- do not cover 
the same points. Naturally, each rep utilizes market data in temu 

of his own station, but when you 
place the facts side by side, you 
can pretty much determine mar 
ket patterns. 1 do not minimizt 
ratings, but rather consider sta 
tion ratines in terms of the audi 
ence desired, The top-rated pro 
gram on the top-rated station ma; 
not bring you the biggest bnyin; 
audience for your client's product 
The third or fourth station in 
market may be a betler buy fo 
your particular needs. \\V\ I 
found programing especially helpful in sizing up a station's and 
ence. and I always apply the question, "why do they listen ?' Th 
answer gives you a good idea of audience character and its rccej 
tiveness to the product. We've gotten excellent sales results an 
have eliminated unnecessan waste circulation from our schedules. 
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TWO- 
TIME 
WINNER 




19 -year -old 

Eddie 
Rohrer, Jr 



i April, KDKA-TV received the duPont award for public service 
rogramming. %J) The citation carried with it a cash award of One 
Ihousand Dollars ($1,000.00), and the station was afforded the 
icivilege of granting a scholarship for that amount, lyl A year 
:irlier, the station had won the Edison Award for service to youth. 
L too, carried a cash award which KDKA-TV decided to turn into 
^scholarship fund. Only question: how do you choose from thou- 
anas of students the one most deserving? CQj KDKA-TV officials 
;Lrned the problem over to Pittsburgh educational leaders. Eddie 

tonrer was selected. |Q| He began his studies and did exception- 

1 

Sly well. But throughout the year, Eddie pondered: how would 
te complete his college education? fy| Luckily, the same question 
incurred to KDKA-TV officials upon receipt of the duPont award. 

IDKA-TV Pittsburgh Pa ff) 

I lHOUUlgll, A C*. ^%BJ^ WESTINGHOUSE BROADCASTING CO, INC. Represented by TvAR 
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NORTH CAROLINA 



Philip Salisbury, Editor & Publisher 
Sales Management 




SOUTH CAROLINA 




Atlantic 
Ocean 
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DID YOU KNOW: 



■ That Tidewater, Va., while classified as one of the 
nation's 16 "boom" areas, and growing at 2 ^ times 
the national rate, was, in the latest FCC report 
(for 1959), the only one of the top 40 TV markets 
that did not show a gain in national spot billings. 
But in the same year, local TV billings rose to an 
all-time high! 

■ Most of Virginia's recent industrial growth has 
been in this area; Dow Chemical, Union Carbide, 
Amoco, Esso, C&O, Lone Star Cement, Cargill 
Grain, Union Bag-Camp, Hercules Powder, Ply- 
mouth Cordage, Lipton's Tea, Nestle, Phillips 
Petroleum, Coats &' Clark, Century Industries, 
Tidewater Oil, and others have built new plants or 
major additions in past 10 years. $128 million has 
been invested in new electric generating plants alone! 

■ Here is the world's largest and finest natural 
harbor — America's largest port in foreign commerce 
tonnage; it would take 665 average size industrial 
plants to equal it in jobs and payroll. Moreover, a 
new $75 million port development program has 
just begun! 

■ The shipbuilding industry here employs 30,000 
civilians. 

■ Approximately half of the huge military and 



federal payroll here is civilian payroll. And the 
military half conceals a hidden plus of over $200 
million in effective buying income never seen in 
standard marketing statistics! 

■ Here is the greatest concentration of people in the 
entire Southeast — more than 817,000 people in half 
the area of metro Atlanta or Miami! 

■ Here you can draw a circle of 20-mile radius and 
completely encompass three of Virginia's four 
largest cities. Plus No. 7, and two others! 

■ Though it is the most compact, most densely 
populated metro area in the Southeast, by federal 
definition it is divided into two Standard Metro 
Statistical Areas — which is largely responsible for 
widespread misconceptions and underrating of the 
market. 

■ With some $300 million in construction projects 
currently under way, Tidewater is on the threshold 
of even greater growth. Newsweek recently reported: 
"Once the Chesapeake Bay (bridge-tunnel) crossing 
is completed, Greater Norfolk, the experts say, 
will burst into millions and become the South's 
leading market!" 

WHAT A PLACE TO PUT A TV DOLLAR! 



FOR MORE INFORMATION WRITE TO ANY ONE OF THESE STATIONS AT NORFOLK, VIRGINIA 



WAVY-TV 

CHANNEL 10 



WTAR-TV 

CHANNEL 3 



WVEC-TV 

CHANNEL 13 
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49th and 
Madison 



'Life' extrovogonxa — who's ta blame? 

You are to be commended for \our 
thoughtful and searching analysis of 
the recent television extravaganza 
presented b\ Life Magazine (Com- 
mercial Cornmentan . 27 March L 

There i* one question that has been 
left unanswered. W In did the net- 
work allow such a dreadful spectacle 
to he presented to the wevwng public? 

Isn't there an\ one in authority at 
the network level with enough "guts" 
to sa) no? 

Law rence Webb 
managing director 
Station Representatives 
Association* Inc. 

v.r.c. 

1 l^e ju:*t Iiad an opportunity to 



read your Commercial Commentary 
on the Life "Twenty-Five Years'' pro- 



gram. 



1 presume you know that it was not 
produced b\ the editors of Life but 
b\ the network which transmitted it 
to the public. 

William E. Matthews 

v.p. & dir. media relations 

and planning 
Young & Rubicam 
X.Y.C. 

Foshion whirl 

In your fashion world story, 3 April. 
I particularly like the way you have 
eompared the various efforts of de- 
partment stores which used television 
to show fashions as they should be 
shown. Mv colleagues here at Wards 




WAVE -TV viewers have 
28.8% more SNIFFLES 

— and gargle, gurgle and siualloiu 2S.S% 
more products "for the relief of colds"! 



WAXVE 

TV 



That's because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-ofT, in any 
average week. Source: X.S.I,, Dec, 1960. 

CHANNEL 3 • MAXIMUM POWER 

NBC 

LOUISVILLE 

NBC SPOT SALES, National Representatives 



were impressed with )our profession- 
al handling of this ston. 

May we ha\e permission to reprint 
this ston for distribution to our re- 

■ 

tail stores throughout the country? 
We are considering this storv in or- 
der to acquaint all of our store man- 
agers vtilh what is being done in tele- 
vision to promote fashions and store 
image. By reprint I mean making a 
photographic reproduction of the 
story in quantity. 

Bob Warren 
rieus service manager 
Montgomery IF ard 
Chicago, HI. 

• KIMINSOH K pleaded to permit the reprinting of an 
article. Those who request ihe samp should h rite a 
Ivlter In Hie ptihlisher. 



Yours was a verv interesting, well 
written, accurate, and verv fair stor\ 
to all concerned. This we appreciate. 

Mark Klauser 
director, advertising 

publicity 
Ohrbach s, Inc. 

X.Y.C. I 

I 

Comment on 'no comment' 

The item in the 3 April sponsor- 
scope about D-F-S "side-stepping 
the reps" in connection with their 
L & M spot campaign interested me. 

But, it just ain't so — they haven't 
side-stepped The Katz Agenc\ and 
the same is true. Km sure, of a num- 
ber of other reps. 

So. if D-F-S's response to SPON- 
sor-scopk re this report was "no 
comment." I have made one herewith. 
I think it's a comment that needs to 
be made so that others — clients and 
agencies — do not get the impression 
that the traditional structures of our 
business are evaporating. 

M. S. Kellner 

v.p. in charge of radio 

The Kafz Agency 

jX.Y.C. 

• The sidestepping Involved reps «Uh rmlln tUlhrru 
In tl.o smaller markets. 

Permission gronted 

I'd like to obtain your permission to 
use some material from an article of 
\ ours that appeared in your 27 
March 1961 issue. The article wa> 
on page 38 and was entitled "16 
Wa\s to Impro\e Your Hadio Cop)." 

If vou ghe nie permission to use 
the material I'll incorporate it as 
part of a chapter on radio writing 
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for a copywriting book I am revising 
for Prentice-Hall. 

Incidentally, proper acknowledge- 



ment will be 
publication. 



given your excellent 

Philip Ward Burton 
Chairman Adv. Dept. 
Syracuse University 



• \*Vre delighted to approve Mr. lturton's 
request as well as to duly note that an author!- 
tati> e book on radio copy writing is in the 

Kind comments 

May we thank you for the accuracy 
with which you have published the 
"Sellers Viewpoint" in the 20 March 
edition of SPONSOR. 

It's just the way I hoped it would 
come out and I have had several very 
kind comments. 



Jay J. Heitin 
NatL sales mgr. 
WNBC TV 
New York City 



U. S. Radio 

You've done it again! Congratula- 
tions on your move to purchase U. S. 
Radio and USFM. This looks like a 
real move to advance the manv fine 




aars 



services you have rendered to our 
industry over the years. 

Homer Griffith 
Advertising 
My heartiest personal congratula- 
tions to you and SPONSOR on your 
purchase of U. S. Radio and U. S. 
FM. I couldn't he more pleased par- 
ticularly, of course, at jour "hopping 
on the FM bandwagon." With vour 
outstanding reputation of sponsor 
throughout the country you have 
given the FM industry a welcome 
boost. 

Howard JefT Forbes 
assistant to the President 
Ccncern Network, Inc. 

Radio, a fine medium 

Once again in a recent sponsor 1 
have read the story of a successful 
radio campaign. In the same issue 
there were numerous other radio 
stories. Your recognition of radio 
as a fine advertising medium is ac- 
knowledged. However, the same 
awareness of Western America is an 
integral and permanent part of the 
United States is not equally appar- 
ent. 



1 am of course, particularly inter- 
ested in Southern California where 
because of our markets obvious at- 
tributes radio is truly an outstanding 



advertising media. 



Robert M. Light 



P 



resident 
S.C.B.A. 
Los Angeles 



• We arc ready, vtiltin^, and eager to pet 
information on IS ext (.oast radio Kuerr*«o. Ant 
Mi|£Ke»tions will l>e appreciated and prompt! 
i he* ked out. 

Well worth undertaking 

1 should like to express my very. 
ver\ sincere thanks to \ou for your 
kindness in permitting me to repro- 
duce the page from "Timehu) ing 
Basics." It is indeed kind of you. 
and I appreciate it. 

You have done a great job with 
sponsor, and I am sure U. S. Radio 
will he another asset to your sta- 
tion. But then, you do well with 
am thins vou undertake. I certainlv 
like your editorials. 

Winslow T. Porter 
Owner-mgr. 
WM MS Radio 
Bathe. Maine 




From 11:30 p.m. to 1:00 a.m. Monday through 
Friday, the Jack Paar Show reaches twice as many 
homes per average quarter hour as the other two 
channels together! ( °Dcc. 1960 NS1) 



WFLA-TV (NSC) 

Station "B" (CBS) 
Station "C" (ABC) 



Average Homes Reached 
per Quarter Hour — 
11:30 p m - 1 rOO a.rn 

18,026 

6,655 
3,700 



Per Cent 

63.6% 

23.2% 
13.2% 



Ckomd 8 



• O SoTt- \ n ?' 
•i v • , We if C ■ t \t 
ol Mo 'id a '" r jyni tn - 
■Aon^ny thf 1 Fr day 

»ec 1960 NSI 




NATIONAL REPRESENTATIVES. BLAIR -TV 



TAMPA - ST. PETERSBURG 
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We don't believe in hiding honors under a bushel. Particularly this one. wpix is the only New 
York independent TV station qualified to display the National Association of Broad- 
casters* Seal of Good Practice. It's far from being an empty honor — it has -real and 
valuable meaning for you, our advertisers. It is an assurance of specific higher standards 
of programming and commercial practices, wpix is the only independent with the Seal. 

Where are your 60-second commercials tonight? 



E W Y O 



K'S PRESTIGE I 



E P 




Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



SPONSOR -SCOPE 



17 APRIL 1961 
Cepyriiht 1961 
SPONSOR 
PUBLICATIONS INC. 



Nighttime tv network advertisers may find the 40-second station-break a fact of 
business life when the 1961-62 season gets rolling. 

What ABC TV has initiated seems to be evolving into a tactic of self •defense as far as 
its competitors are concerned. 

CBS TV sales is notifying the agencies it does business with that it reserves the right 
to put the 40-second station-break into effect this fall. The letter's implication: it doesn't 
fancy the idea, but it has to protect its position with affiliates. 

It will be recalled that when ABC TV advised agencies of the innovation of the 40-second 
break for the fall Compton's rejoinder was a protest that the network was arbitrarily 
handing over to its affiliates 10 seconds of time paid for by the national advertiser. 

P.S.: NBC TV affiliates this fall will be privileged to take 70-second breaks in the 7:30 
p.m. programing four nights of the week. 



New national spot radio took another surge last week, the second burst of sub- 
stantial buying within a month. 

The availability call with the biggest budget involved was Quaker State Motor Oil 
(K&E) which will use about 120 markets over 13 weeks and at the rate of 15 announce- 
ments a week, starting 2 May. 

Other spot radio activity out of New York: Hellmann's mayonnaise (D-F-S) ; Col- 
gate's Wash V Dry (NCK); American Airlines (Y&R). 

In Chicago Burnett was unlimbering quite a spot campaign for Philip Morris' Com- 
manders. The entry of this one as a spring contender among cigarettes in the medium may 
cause some stations to put up the SRO sign re cigarette business. 

Already in there: Camel, Winston, Pall Mall, L&M, Chesterfield, Lucky Strike. 



General Motors and NBC TV have finally wrapped up the details of their $1 
million daytime deal for the third quarter. 

The Oldsmobile and Buick divisions will share practically all of the 59 quarter- 
hours. GM's tv director, Gale Smith, picked the strips in which the company will participate 
during those 13 weeks. 

As part of the daytime sale, NBC TV waived Chevrolet's short-rate billings due for 
taking a hiatus from the Sunday 9-10 p.m. slot. 



NBC TV seems to be stepping up its drive to wean over some of the more im- 
portant spot perennials by holding out the availability of regional hookups. 

The network's baiting the hook with such gambits as these: (1) our scatter and bonus 
plans offer rates that are competitive with spot; (2) we'll help you merchandise your 
network campaign with your distributors and dealers. 

Among the regionals that are NBC TV's current selling targets are Lestoil, Sun Oil and 
Cities Service. What really whetted the network's appetite in the direction of the accounts 
with limited distribution was the sale of the Mitch Miller show to Ballantine (Esty) and 
Falstaff (D-F-S). 

CBS TV's position re regionals: it won't sell them under any circumstances, that is, 
outside of sports. 
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SPONSOR-SCOPE continued 



Sl'ONSOR-SCOPK last week did a spot cheek muong major agency planners, 
anent media spending prospects and emerged with a brightened picture. 

• Billings levels, esperally in tv. should run about even with last summer in the pack- 
age goods sector, but not so forte from durables. 

• It'll he an unusually hig fall, with the advertising outlay possibly going 15-20% over 
the 19G0 level. I 

• On a trend basis reports being played back from consumer centers show sales inching 
upward. 

The morning home radio audience, according to Nielsen's count, showed an 
edge in January over the previous year. 

The a.m. comparison of average homes for January: 

TIME 5 PAH 19G0 1961 % CHANCE 

6 to 9 a.m. 5,901.000 5.984,000 +1 

9 to 12 noon 6.357,000 6,956,000 +1 

Note: The figures don t include that important audience* in transit. 

■ 

It's five months away hut there's a toy account that's offering tv stations a firm 
13-week order for minutes in kid strips as of 11 September. 

The account: DnLiixe Heading Toy Co. (Zlowe). It's for five spots a week. 
Tv stations as a rule hold off confirming more than 60 days from starting date. 



Sellers of spot may have muffed this one: NBC TV and Ayer are talking about 
getting AT&T in on nighttime minute participations as a supplement to its weekly 
prestige Telephone Hour. 

The point being advanced: the showcase has a function that it performs well hut the 
company can by the minute route do a hard-sell job in behalf of its extension phones, loud- 
speakers and various services. 

Kellogg (Burnett) hasn m t shown any signs as yet of taking a serious look at 
ABC TV's offer of the 5:30-6 p.m. action strip for the fall. 

Here*s how Burnett puts the situation: we're always interested in looking at network 
availabilities for Kellogg as they arise, since we can get out of spot in a hurry if something 
else look better, but that prospect hasn't occurred so far this season. 

General Mills, which occupied the 5:30-6 strip the past two seasons, has thrown its kid- 
appeal lot almost exclusively with NBC TV come the fall. Rocky and His Friends will 
have a Saturday or Sunday "C" time slot; the same will apply to Pip the Piper, but the Kin 
Tin Tin repeats will be abandoned. 

GM's cereal division will also have riding on NBC TV the new Bullwinkle half-hour 
cartoon, King Leonardo, Saturday afternoon bowling, participation in Game of the Week and 
Mindry spots around the World Series, 

The importance of national spot to tv stations keeps increasing for the simple 
reason that their revenue from the networks has been steadily declining for the past 
two or three vears. 

Major station operators note that their network income level is certainly not reflected 
in the published network gross billings figures. Hie totals there go up but network paflk- 
njei, discounts and what-not have shrunk the net. 

What tv station operators deem to be a share breakdown of their net revenue: net* 
work, 20%; local, 25%; national spot, 55%. A couple years ago the network share was 
25% and national spot, 50%. 
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SPONSOR-SCOPE continued 



ABC TV last week formally exposed to agencies its latest line of participations: 
the 11:15 p.in,-12:30 a,m, Mon day-through-Friday strip composed of tv film re- 
runs, starting the first week in October, The shows will have a host. 

The schedule: Monday, Sugarfoot; Tuesday, Bourbon Street Beat; Wednesday, The 
Alaskans; Thursday, Hong Kong; Friday, Stagecoach West. 

Commercial insertions: there's to be 12 of them in six positions back-to-back. Four 
of the 12 may be sold to affiliates locally. 

Rates: 1 to 51 uses, $8,633 a minute; 52 to 103 uses, $8,033; 104 to 155 uses, $7,433; 
156 or more uses, $6,833 a minute. 

Special discount: if an advertiser uses eight daytime minutes, which entitles him to 
two bonus daytime minutes, and he buys two of these nighttime minutes, the combination 
becomes a 12-plan and the price for the plan is $36,816 a week. 

Probably the most curious observer of CBS TV's efforts to put together a day- 
time women's service strip is NBC TV. 

Not long ago NBC TV was experimenting in the same vineyard but found that it couldn't 
produce a satisfactory women's service series for less than $50,000 a week, which the net- 
work deemed far too expensive. 

The weekly budget for game shows runs around $25,000 and, for serials, $20,000. 

Secretly, NBC TV's daytime masterminds hope that the competitor's project turns 
out to be efficient. They, too, would like to get away from the cloying diet of soapers, 
giveaways and film re-runs, the last of which are getting frayed attention. 

^^^^ 

Pepperidge Farms, which Campbell Soup recently acquired, is taking its first 
dip in network tv. 

It'll be daytime with an initial expenditure of $100,000, The lineup is very limited. 
All three networks pitched for the business, but NBC TV won out. 
Another NBC TV buy on a limited hookup: Leeming (Esty) in behalf of its Man-i -magic, 
a cuticle softener. Buy involves around $75,000. 

Compared to a year ago, public service specials have been doing better than 
entertainment specials during 1961 in terms of average audiences. 

Public service specials so far this year have averaged 5,722,000 homes, compared 
to 5,514,000 homes for the same period in 1960, while entertainment specials, on the 
average, slipped from 8,995,000 homes to 8,817,000 homes. 

Here's how Nielsen illustrates the trend in specials and public service programs (evening) 
for the January-February period: 

1960 1961 

TYPE OF NO. OF AVERAGE AUDIENCE NO. OF AVERAGE AUDIENCE 

SPECIALS SHOWS % HOMES SHOWS % HOMES 

Entertainment 31 19.9 8,995,000 19 18.8 8,817,000 

Public Service 15 12.2 5,514,000 16 12.2 5,722,000 

Avg. Eve. Program 18.6 8,407,000 19.2 9.005.000 

Note: During the above period this year there were 43 regularly scheduled public 
service shows at night, as compared to 39 in 1960. The average audience this year was 
5,400,000 homes vs. 4.384,000 homes in 1960. In other words, the average audience for 
this type of programing is going up. 

Heinz (Maxon) is taking a searching look at nighttime network tv. 
But the problem is this: if it moves in that direction it'll have to give up a snhstan- 
tial share of its daytime commitments, which now run around $3 million. 

A "way out: digging into its magazine budget, which constitutes a third of the gross. 
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SPONSOR-SCOPE continued 



Remember that new SKA confirmation form that's supposed to do double serv- 
ice as an insertion order? 

Well, some important spot buying agencies who've adopted the SRA form aren't sending 
duly signed copies of the confirmation back to the agencies but instead are issuing sepa- 
rate insertion orders. 

All of which, as one rep philosophized to SPONSOR-SCOPE, goes to show that the one 
business that can't be regimented or deflected from its old ways is advertising. 

Daytime tv sets-in-use took a hike in January over the like month of 1960. 
Audience composition showed quite a jump in the percentage of men viewers. 
One feasible reason for that latter increase: the employment situation. But there 1 ™ 

this curious factor: number of persons per set underwent no change whatever. 
Nielsen's national sets-in-use for the two periods: 

TIME JANUARY 1960 JANUARY 1961 

9-10 14.3% 15.9% I 

11-12 23.1% 24.1% 

1-2 24.6% 2GJ r /r I 

3-4 23.4% 24.4% I 

From present indications spot tv and radio will have a record year from the 
beer industry: the buying this spring, say stations and reps, is heavier than ever. 

Beer trade estimates are that barrelage for the initial 1961 quarter are 3%, at least, over 
last year — and this despite a unusually severe winter. 

Radio sellers, watch for U. S. Tobacco, now at Donahue & Coe, to expand on a 
grand scale its spot campaign for the Eneore brand. 

The cigarette has been undergoing an intensive media test in Buffalo and Toledo, 

with three stations used in each market. The schedules have been renewed three times. 

The character of the current tv network selling season is such as to lead to 
more than one significant pattern innovation for nighttime* 

A case in point: letting seasonal advertisers match the extent of their commercial min- 
ute load in alternate half-hours to their sales graph. Under such an arrangement an ad- 
vertiser would be committed for two minutes a week for seven consecutive weeks and a minuta 
a week over the subsequent seven weeks when sales slacken off. 

Agencies report that the disposition among two networks as regards nighttime buying 
has taken this tack: let's hear what your problem and plan are and we'll see what we 
can do. 

Eastman Kodak (JWT) hasn't made a decision yet as to whether it wants to un 
leash a massive spot campaign for spring and summer — particularly as a reminde 
to camera owners to get that camera off the shelf. 

If the warm weather push does get started it will be in May for both tv and radio, wit 
the emphasis on the former. 

In any event there will be a Kodak spot campaign before Christinas. 

It would all be the climax to a long-time test on how the company can most eflVctivel 
use the spot medium for seasonal promotions. 



For other news coverage in this issue: see Newsmaker of the Week, page 6 
Sponsor-Week, page 29; Sponsor Week Wrap-Up, page 64; Washington Week, page 59 
sponsor Hears, page 62; Tv and Radio Newsmakers, page 72; and Film-Scope, page 60. 
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\KE A GOOD 
LOOK 



THE NASHVILLE MARKET 



After you've looked at Marilyn King of WSM - TV's 4 Kings 




Represented by 



The Original Station Representative 



T V Homes 




372,800 



th 



Rita i I Sales — $1,769,149,000.00 




th 



Active Buying Income— $2,458,273,000 





THEN LOOK 

W S M-T V 

KING 4 IN NASHVILLE 




TA - TELEVISION MAGAZINE 



MARKET BOOK - 1960 



When Miami mermaids relax, they (lip to WFAB Radio, Mutual's newest affiliate. Mutual waited for a 
bright, bubbly new station -and now WFAB (dial 990) offers prestige news plus the world s best music 
in fabulous Miami (cha-cha-cha!). WFAB, like the 400 local stations you get with your Mutual "buy," 
has the Mutual advantage: local programming plus authoritative, listenable Mutual news. Reach below 
the surface for results. You'll find that it pays in depth to schedule MUTUAL RADIO 

\\ /T l^/V 13 A SEKV1'"E TO INDEPENDENT STATIONS 

-w-^ * t "I^C? Snl>si(linrv of .Minncsotn Mining & Manufacturing Company 

EVERYBODY 




MIAMI! 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 




Burnett tells writers about 'somewhere west of New Jersey' 
^ George Storer, Jr., elected Storer Broadcasting president 
^ National campaign for American Petroleum in works at JWT 





IDEAS: FUEL FOR FIRES OF WBC MEET 



I (Pittsburgh): Ideas sparkled and raged through the 
jfour-day public service conclave of the Westinghouse 
Broadcasting Co. last week, alternately inspiring and 
firing the imagination and ire of 400 participants. 

All of the ideas, whether propounded by observers or 
kome 70 speakers, concerned two key themes of this 
fourth annual WBC public service conclave: Change and 
Communication. 

i Noted speakers from inside and outside the industry 
□iffered on approaches to both. Many were outspoken 
n their urging of a revolutionary and immediate change 
n air media programing, particularly in tv, rather than 
vhat they see as a lagging, evolutionary progression. 

Sam Levenson, headline speaker at the Tuesday 
uncheon, brought a standing ovation for his deft mix- 
ure of rib-rocking humor with incisive declarations of 
v's moral responsibility as a minute-to-minute factor 
i influencing people's lives. 

He contends television has the responsibility — 
whether it likes it or not"— of helping or hurting; that 
ie public is not a mass but individuals, some "slow" 
nd some "geniuses." But all deserve the chance to 
ecome better people, to live nearer to their potential, 
e said. 

Tv, no more than education, "can teach to them at 
ie level of what they are. Reach them for what they 
light be." 

There seemed to be agreement among all contingents 
^cal on the "entertainment" issue that public service 
rogram efforts in air media have been notable, maxi- 
lized and highly successful in the past couple of years. 
Main conference controversy centered on the role of 
ie entertainment program in influencing for bad or 



good — the minds and spirits and hopes of the people. 

Monday-through-Wednesday sessions blended a mix 
of pure philosophical theory, practical application of 
such theories and the ever-popular "how to" sessions. 
Radio and tv station executives attended seminars de- 
signed for immediate short-range betterment of their 
efforts, but delegates were swept up most of all by the 
flair and the drama of several key, non-industry speak- 
ers. Among them: 

Pierre Salinger, press secretary to the President (see 
Newsmaker of the Week, page 6), asked that the com- 
munications lines not be 
"clogged with trivia." The 
United Nations delegation 
chairman from Nigeria, The 
Hon. Jaja Wachuku (substitut- 
ing for Mrs. Eleanor Roosevelt, 
who was ill) asked that com- 
munications media be factual, 
insist on "accuracy and bal- 
ance" in reportage. 

Albert McCleery, tv producer, deplored the multiplic- 
ity of "rules and regulations," asked for less second- 
guessing, urged affiliates to "rise— for you have nothing 
to lose but your networks!" 

WBC Pres. Donald McGannon asked for self-det3rmi- 
nation. The choice for individuals and for broadcast- 
ers: "To drift with tides of change; to fall behind them, 
or to try to control and create changes for good ends." 

Henry Schachte, executive v.p. of Lever Bros., appear- 
ing on a jam-packed panel of eight persons, said that 
"program presentation rather than program content" is 
basic issue in continuing debate on tv's function. 




Don McGannon 
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The Profit Squeeze 

♦ . . and one good way 

to deal with it 



Seeking a solution to the profit squeeze 
these days, a cold and calculating eye 
is directed at cost — all costs, including 
advertising. 

What should be examined is not only 
costs, but values — short range and long 
range. Not only what you put into a 
project, but what you get out of it. 

Herein lies the difference between 
a cost and an investment. 

Two competitors may invest a simi- 
lar amount in advertising. But one — 
through its agency's application of re- 
search, creative media selection, re- 
sourceful planning and effective selling 
ideas — can give his advertising more 
exposure per dollar, more appeal and 
more conviction. 

Not only will he reach more pros- 
pects, he'll sell more. And that means a 
better return on the advertising invest- 
ment. 

The profit squeeze may have a healthy, 
long-range effect if it induces an ad- 
vertiser to examine his advertising and 
advertising services with a critical eye. 

In a profit squeeze, the job is nof 
only to examine costs. It is also to in 
crease the dollars of return. 



YOUNG & RUBICAM, Advertising 



."in 
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Ad agency buys tv commercials to develop 
corporate image for clients, prospects 

Corporate image of an ad agency or a business pitch 
re seldom developed through advertising yet Arcade 
Advertising Agency of Chattanooga is still picking up 
blient leads after a mid-March tv self-promotion. 

Gaines P. Campbell, Jr., 
president of the shop which 
bills $1 million-plus annually, 
took to the local air on WTVC- 
TV with seven commercials 
plugging his agency. 
^pMk Campbell says more than 

^y>^^^m 100 phone calls came in the 

^H. W ^^^H following day, many from re- 
|G. P. Campbell, Jr. tai|ers and Qther prospect j ve 

;lients. The idea of show-casing the agency "has 
)roved to be of a much broader-scope public relations 
'iffort than we anticipated," and may be repeated. 

Copy in commercials covered these phases: What is 
m advertising agency, The Arcade personnel, The 
banned board methods of developing plans for a cli- 
;nt, Arcade clients and products, Breakdown of tech- 
lique in producing a tv commercial, Typical day in an 
gency, The corporate image. 

Arcade maintains a branch in Sarasota, where bill- 
gs approximate $150,000. Twelve employees at head- 
uarters service the accounts, with 21% of the billings 
ing to tv and radio. 




EST SET FOR WBC'S LATE-NICHTER 

| First move of a major station group to Venture into 
yndicated programing will be tested in Boston 22 May 
s the Westinghouse Broadcasting Co.'s new 90-minute 
ite-night variety feature takes the air for two weeks. 
I Slotted as competition to NBC TV's Jack Paar show, 
pe new "PM East and PM West"— a combo East- and 
Zest-coast offering — is slated to go on all WBC stations 
s a five-a-week feature and into national syndication 
June. 

The Boston test on WBZ-TV presumably will cover all 
,hases of consumer tune-in, reaction and composition 
s well as sponsor reaction. 

It's billed as a "controversial, high-grade, intelligent 
ptertainment" segment which — unlike the Paar compe- 
tion— will be tightly controlled, organized and blue- 
rinted in advance. 

WBC programers contend such a show will fill a cur- 
snt vacuum in the late-night hours. Their thinking: 
;ature films have passed their peak, with audiences in- 
sting now on top stars with name value, a diminution 
f available product and a resultant depression of fea- 
ire film ratings all over the country. 



BURNETT TAKES COPYWRITERS ON 
TOUR WEST OF NEW JERSEY' 

Leo Burnett, in New York last week to assume a 
stance in the Copywriters Hall of Fame at the first an- 
nual awards dinner to the Advertising Writers Club, had 
an above-par assortment of witicisms and counsel. In 
a speech titled "Somewhere west of New Jersey," he de- 
tailed some Chicago views. 

On his agency's Creative Review Committee: "It's an 
extrusion die that tries to give the agency's work the 
shape of quality." Then, writers' ideas with "bite and 
abrasiveness reshape our dies." 

On ideas: "It's not enough for us to find a good idea 
and execute it well; we also have to like it." 

On Rosser Reeves' (Ted Bates) contention that orig- 
inality is the most dangerous word in advertising: "It 
takes a very original man to make a remark like that. 
(It's) sort of like Westinghouse with the theme 'Progress 
is our most unimportant product.'" 

"That agency, which seems to be identifying itself as 
the apostle of originality (you don't suppose THEY'RE 
the people who sold that approach to the tv networks 
as a PROGRAMING idea, do you?) said it had 700 peo- 
ple working to keep the client from changing an ad 
that had run 11 years. We've got 700 people working 
like crazy to make NEW ads and commercials. 

On writing rules: "abide by the principles of all lit- 
erary efforts: simplicity, clarity, creditability, relevant 
interest, freshness, distinction. Select devices to achieve 
your ends. Make the most of the special advantages of 
the medium used. Take the trouble to do it well. 



STORER, JR., ELECTED PRESIDENT 

(Miami): George B. Storer, Jr., last week became presi- 
dent of Storer Broadcasting Co., a 12-station group 
which reported a 1960 net income of $1 million. 

The 36-year-old son of Board Chairman George Storer, 
Sr., has most recently served the company as vice presi- 
dent for television, a post now being divided between 
two regional vice presidents: Bill Michaels in Detroit 
(WJBK AM-TV) and Terry H. Lee in Atlanta (WAGA-TV). 

The new president has worked in broadcast since 
1948 in a variety of capacities. 



Pittsburgh Class mulls agency choice 

Pittsburgh Plate Glass last week held the final screen- 
ing for agencies pitching the $3.5-million account. 
There should be decision on the selectee within the 
next two weeks. 

Among those invited for the finals was BBDO, which 
currently administers the account. One of the criteria 
set up: that agency have a Pittsburgh office. 
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KETV... Bubbling Over 

with Biggest Audience in Omaha Marke 



FIRST 

IN SETS IN USE 

KETV is the leading station in 
Omaha from 9:00 a.m. to mid- 
night — and from 6:00 p.m. to 
midnight — every night of 
the week: 

9 a.m. to Midnight 6 p.m. to Midnight 

KETV 34.4 KETV 39.5 

Station Y 32.6 Station Y 29.8 

Station Z 33.6 Station Z 30.8 






FIRST 

IN HOMES 
REACHED BY A 
NETWORK SHOW 

Lawrence Welk reaches 
1 15,000 homes, more 

than any Omaha 
station in Nebraska 
and Iowa ! 



FIRST 

IN HOMES DELIVERED 

More people in Nebraska 
and Iowa watch KETV from 

6:00 p.m. to midnight 
— every night of the week: 

KETV 44,600 homes 

Station Y 37,400 homes 
Station Z 41,500 homes 



FIRST 

IN MOVIES 

KETV is the movie 
station in Omaha for 
the 15th consecutive 
rating period. KETV's 
Movie Masterpiece 
has 75% of the 
nighttime movie 
audience. 



FIRST 

IN TOP 
NETWORK SHOWS 

KETV has 3 out of the top 5 network 
shows in Omaha: 

The Untouchables KETV 43.3 

Gunsmoke 41.5 

Lawrence Welk KETV 41 .0 J 

Candid Camera 41.0 

My Three Sons KETV 39.5 



Source: 
ARB, 
Jan.-Feb„ 1961 




Minutes and 20s available in and 
around these leading shows. 

CALL H-R NOW 



Ben H. Cowdery, 
President 

Eugene S. Thomas, 
V. P. end Gen. Mgr, 






OMAHA WORLD-HERALD STATION 

ABC TELEVISION NETWORK 
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WHALEN TO BLAIR RADIO AS 
BARBORKA STARTS OWN FIRM 



Clifford Barborka, Jr., who left his post a fortnight ago 
as John Blair Co. v.p. in charge of market and creative 
services, is being replaced by Jay* Whalen, account ex- 
2Cutive at the Katz Agency representation firm. 

Whalen starts today (17) as a sales executive in the 
3lair Group sales department, said Arthur McCoy, v.p. 
2nd sales manager. He's worked previously at Venard, 
3intoul & McConnell and nine years ago was a member 
)f the sales development department of Blair-Tv. 

Barborka, whose new radio project was announced 
n SPONSOR last week, is president of the newly formed 
3etter Broadcast Bureau, an organization which will 
»erve clients with creative business services but func- 
ion also as a quasi-trade group. 

Barborka is lining up key principals from various as- 
sets of the broadcast and advertising industries and is 
xpected to make details of the association known dur- 
ng the National Assn. of Broadcasters' convention in 
Washington 7-10 May. 



The company will specialize in various radio services 



-creative, media and sales — for subscribing clients, 
le bulk of which will be radio stations and advertising 
gencies. 



500,000 N. Y. air buy sets pace 
nd style for Dubonnet drive 

"In wine sales, as New York goes, so goes the na- 
on!" This is the contention of the Schenley Import 
o., New York, which is spending half of a, $1 million 
Jdget to sell Dubonnet wine in that city and — it hopes 
•to set a national marketing and consumption pattern. 
This is four times the amount spent in the market 
eviously. It's been allocated to reach a pilot group 
pace-setters— society people, business executives, 
jireer women and housewives. 

The $500,000 air effort includes a weekly half-hour 
:nulcast of syndicated (NTA) Montevani show for 39 
seks on WNTA AM-TV (also FM); 10- 20- and 60-second 
iinouncements on two tv stations-, 20-, 30- and 60-sec- 
<id commercials on five radio stations, all through 
[ eppner agency, New York. 



atz will rep 2 more NBC stations 

Swing-shift of network-represented, non o&o stations 
tntinued last week as The Katz Agency picked up two 
Icilities currently represented by NBC Spot Sales. 

They are KSD AM and TV, St. Louis, with the transfer 

fiective 1 July. The previous week two others signing 

cjangements with Katz were WAVE AM and TV, Louis- 
i\e. 



Mennen pulls men's items out of spot 
to hit hard on net radio and specials 

Mennen, through Warwick & Legler, is pulling back on 
spot radio temporarily although the entire budget for 
the men's line is still in radio. 

Agency is matching media and markets, checking 
sales territories on the basis of Nielsen Drug Index re- 
ports and generally re-appraising the network-spot radio 
impact, where the weight is and should be. 

Cancellation of an estimated 80% of its spot radio 
budget which has gone to a package buy of the Blair 
Group Plan is termed by an agency spokesman a "tem- 
porary pullback." Pattern in the past year has been to 
heavy-up with net shows on ABC, CBS and MBS in com- 
bination with the spot flight effort. 

Mennen is thinking of buying more such radio spe- 
cials as the Johannson-Patterson fight (which it spon- 
sored on ABC). Plan, however, is to keep total budget 
in radio and to push hardest on two men's products, the 
Skin Bracer and the spray deodorant. 



R. J. REYNOLDS BOOSTS TV 

Latest in the seasonal swoop of annual reports comes 
from R. J. Reynolds and Board Chairman Bowman Gray. 

Commenting that ad budgets in '60 were higher than 
in '59 largely because of "greater media charges," he 
noted ad costs as percentage of sales were down. He 
said "it is essential we use'media that reach the great- 
est number of potential buyers in the most effective 
ways. 

"We regard tv as a particularly effective medium be- 
cause it not only reaches a vast audience but also is 
unique in affording personal salesmanship." He expects 
this year's ad investment to be higher. 
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AMERICAN PETROLEUM TO SEE 
NEW MEDIA PLANS THIS MONTH 

American Petroleum Institute, New York, late this 
month will consider media recommendations from J. 
Walter Thompson for a projected institutional advertis- 
ing program. 

This year's activity is expected to be limited to a few 
test market areas, themed to increased usage of auto- 
mobiles and therefore of gasoline and motor oil. Ac- 
tual ad program will be administered by a committee 
of petroleum company ad managers under the over-all 
supervision of James Bennett at API and of Chet Hop- 
kins at JWT. 

More SPONSOR-WEEK continued on page 64 





Spring — and Florence 



have arrived. 



The climate's right for Florence, 
symbol of the new South. 
Industrial plants bloom and agriculture thrives in 
this unique area, where our tv signal 
blossoms in the nation's fifth largest 
single-station market — without 
significant outside distraction. 



^WBTW 

Florence, South Carolina 

Channel 8 • Maximum power * Maximum value 
Represented nationally by CBS TV Spot Sales 



A Jefferson Standard Station affiliated with 
WBT and WBTV, Charlotte. 




fx 
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Media salary range at top agencies 



JOB TITLE 


RANGE 


AVERAGE 


V.P. FOR MEDIA 


$30,000460,000 


$35,000 


MEDIA DIRECTOR 


$20,000-$28,000 


$25,000 


ASSOC. MEDIA DIRECTOR 


$15,000-$25,000 


$18,000 


ASST. MEDIA DIRECTOR 


$15,000-$] 8,000 


$15,000 


CHIEF TIMEBUYER 


$12,000-$18,000 


$12,000 


TIMEBUYER 


$6,000-$ 15,000 


$8,500 


ASSISTANT BUYER 


$5,000-$10,000 


$6,400 


ESTIMATOR 


$3,600- $7,500 


$5,000 


SECRETARY 


$4,000- $5,200 


$4,200 


CLERICAL 

■ 


$2,800- $4,000 


$3,800 



This survey of media department salaries includes the range (wide in all cases) for most 
jobs as well as the figure which appears to be the most usual at major agencies. Me- 
dia people feel that with increased planning responsibilities, they should get more. 



MEDIA: STILL THE AGENCY STEPCHILD? 

Although its value, importance have increased tremendously, 
equality in salaries, status is still lacking, many admen feel 



I here's been a terrifie amount 
>f television and radio buying in the 
>ast month," said a former media di- 
ector last week, "and I'm glad I had 
lothing to do with it." Now in ae- 
;ount work at the same ageney, he 
idded, "I never knew r how underpaid 
ve'd been until I left media and real- 
zed what I eould make here, and for 
iow much work." 



This comment was but one indica- 
tion of the growing restlessness in 
media departments, and the growing 
seriousness of a situation wdiieh sees 
great ehanges in the funetion and val- 
ue of the media department without 
a complementary growth in its status 
in the minds of ageney management. 

Ageney elients today expeet media 
departments to he expert in planning, 



as well as in 'implementing and reeord 
keeping. And they demand, as Rieh- 
ard Paige, media manager for Col- 
gate's household produets, told SPON- 
SOR, "top media thinkers and strate- 
gists . . . with many talents, a lot of 
speeial knowledge and considerable 
foresight." 

And yet, man) media people feel, 
they are still being paid and thought 
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"Media has emerged from clerkship to virtual 
equality in the stewardship of the agency" 



of despite all e\ idence- -as clerks. 

The media function has grown and 
matured in the last five \ears. sev- 
eral media directors declared last 
week, to a point where media should 
no longer he the stepchild of the 
agenc\ when it comes to wages, prop- 
er personnel and recognition. Most 
creative departments get four to five 
times as much money with which to 
operate, they noted, and most ac- 
count groups ahout the same. And 
\et media usualK employs the most 
people, often 20 ( 1 of the entire agen- 
cy personnel. Even when research is 
included in media's totals, the budget 
ratio is little changed. 

Rut media. the\ maintained, has 
emerged from its clerkship to a posi- 



tion of virtual equality in the steward- 
ship of the agency. Unfortunately, it 
is said, the hangover from earlier 
days is still with agency management, 
who tend to think of media as the 
hoys in the hack room, good hard- 
workers hut not the personalities and 
the "movers" in this business. 

"Even at the top media shops." 
said the former media director who 
had worked at one, "where the de- 
partment's function is recognized in 
its modern sense, you have to get to 
the very top to he in on the good 
money. Unfortunately, I doubt that 
there are three agencies that really 
think media departments are on a 
par in importance with the 'glamor' 
departments." 



An active media director concurred 
in this view, and pointed out that 
"the people who run agencies and 
their clients can see the results of the 
labors of copywriters, artists and tv 
production. They can't see the re- 
sults of hours of overtime in the me- 
dia department, or even the years of 
learning to be creative buyers — and I 
maintain that media people, to he 
good, must he as creative as artists or 
copywriters. 

"The day of the media guy who 
merely buys out of the books and of! 
the rate cards is over," he continued. 
"The value of a media buyer who, 
after long experience, has knowledge 
of the qualitative factors involved in 
a campaign or a buy is worth more 
than his compensation. Management, 
I think, still thinks of us as dull gray 
people, away from the clients, shuf- 
fling numbers and picking up trinkets 
from station representatives." 




An agency consultant suggests 



These are 'considered' ratios which 


reflect actual 




Under 


Function 


$500,000 


Contact & Plfiititiiif/ 


13.00 


iVciu Business 


3.00 , 


Creative (Copy, Art) 


17.00 



Dietlia 



Research 



Mechanical Prod. 



Kffclio & TV Froth 



Aeetntntiny 



General and iffiiiiu. 



Publicity and P. It. 



TOTALS 



3.50 



1.50 



5.00 



1.50 



5.00 



9.00 



1.00 



THE IDEAL salary ratios, drawn up by the agency consul- 
tant firm of Ira Rube! (left), are the Chicago accountant's 
scale of what must be achieved in order for an agency 
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The reaction to these comments, by 
igency treasurers, controllers, and 
^hose normally defined as "manage- 
ment." indicated that there is some 
lwareness of the new role of media, 
>ut many traditional arguments 
igainst change still carry weight. 
Vgreement with the pro-media posi- 
ion was generally expressed on these 
natters : 

• Media is called upon in planning 
iow. and often attends client confer- 
nces to explain the agency's posi- 
.ion in certain areas. 

• Media people should get over 
his "left behind" idea. Their sala- 
ies are improving; agencies try to 
tatT their media departments with 
ood people, because they are very 
onscious of the necessity of coining 
p with "damn well documented evi- 
ence." More and more, agencies are 
ecoming horizontal, not vertical, 
ind they realize that buyers are no 



longer clerks to check on things for 
the account group. 

• The eventual upgrading of me- 
dia's status can be attributed to the 
advent of television. The media busi- 
ness is getting much more complex; 
there are many more ways of spend- 
ing money in media — a great many 
more than there were five years ago. 

But most management spokesmen 
were a little chafed by what one called 
"the oft-repeated complaints." Rep- 
resentative opinions: 

People in media do feel that they're 
underpaid and underprivileged in 
many instances. There are several 
reasons. They react to the fact that 
one of the few places agencies can 
put trainees is in their department. 

"These people," said the treasurer 
of one of the top five billing agen- 
cies, "are fresh out of college, and 
frankly they don't know anything 
about the business. 



"In the media department ue can 
test them out in the back room, not 
in front of the client. Media people 
resent the fact that we dip into this 
group of trainees in their department 
to provide junior account executives."' 

Those who continue in media get 
the feeling, often, that their jobs are 
not as glamorous as the account and 
creative people. There is often an at- 
titude among media people that they 
have been 'left behind.' "Now. listen, 
there are some very good media men 
who can't take the day-to-day trou- 
bles of being account men." 

Another representative of manage- 
ment maintained that media was paid 
"what the market will bear." If they 
hit the top in media, they are paid 
very well. The media director's pay 
scale is about on a par with the ac- 
count executive; the account super- 
visor will make more. "I think that 
the media director's scale will be in- 





ideal' ratios of salary costs to the agency's gross income 

perating conditions. They should provide for adequate profits for a well- man aged advertising agency 



$.5-1 
nillion 



$1-2 
million 



$2-5 
million 



$5-10 
million 



$10-25 
million 



Over $25 
million 



i 



44.00 



15.00 



16.00 



16.50 



17.00 



17.00 



3.00 



4.00 



3.00 



2.00 



1.25 



1.25 



17.00 



16.00 



16.00 



16.00 



16.00 



16.00 



3.00 



3.00 



3.50 



3.50 



4.00 



4.25 



1.50 



1.50 



1.50 



1.75 



2.00 



2.50 



4.00 



3.75 



3.50 



3.50 



2.50 



2.00 



1.50 



1.50 



1.75 



2.25 



3.00 



4.25 



! 4.00 



3.50 



3.00 



3.00 



3.00 



2.50 



9.00 



9.00 



8.75 



8.50 



8.00 



7.50 



1.50 



1.75 



1.50 



1.50 



1.50 



2.00 



8.50 



59.00 



58.50 



58.50 



58.25 



5».25 



make a profit of about 2V2% of billing before profit sharing and taxes. Each agency will, however, adjust 
■jthin the total percentage so that there are virtually no agencies that spend exactly the percentage set out in every 
itegory. Gross income in the chart refers to commissions, service charges and fees. Media gets from three to 4.25% 
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creasing in 



the next feu* \enrs. 
though.'* 

Agencies arc of the opinion that 
the account executive's job i> "more 
wearing/* and lias "les> securit\ " and 
4 *le» tenure," \nd to quote one 
sj)okesinan. "Remember, too. that 
main gu>s are uiiicli happier in the 
media department. They make pretl\ 
damn good money as against what 
thewl make in manufacturing or ac- 
counting or in some oilier fields/' 

SPONSOR showed agcnc\ and media 
people the recently-prepared "Ratios 
of Salary Costs to Gross Income*' 
(sec chart), released to the magazine 
by Ira Kubel & Co.. a Chicago ac- 
counting firm which has become one 
of the leading agency consultants. 
The "considered ratios"' reflect actual 

* 

operating conditions and provide for 
'"adequate profits for a well-managed 
agenc}'' (2.5'f of billing before prof- 
it sharing and taxes). 

Agency spokesmen found the fig- 
ures "quite representative of what 
we're tr\ ing to do/' as one put it. 
They noted that the 4A*s figures of 
a few years ago. which broke down 
the budget by department, were con- 
fusing because of the tremendous 
amount of difference in the way 
agencies, who contributed to the 
study, were set up. The 4A's. they 
noted, had to go for an average; 
these new figures by the Kubel firm 
break things down more thoroughly 
and arc an easier check-list. 

"There will always be discrepan- 
cies." said one agency treasurer. "For 
example, one agencv may reach $25 
million with one or two big accounts; 
another may reach it with 20 small 
ones. Some may buy a lot of re- 
search; others do it themselves. The 
same with programing. The costs 
then go under different departments." 

Media people were not as pleased 
with the figures. They felt that with 
the largest number of employees of 
any department, in normal cases, they 
sJiould be allotted more than the three 
to 1.25' J as compared to the account 
group*** 13-17'/ and the creative de- 
partment's 16-17 r f. 

The problem, thc\ declared almost 
as one, is recognition and how to 
achieve it. One veteran timebuver 
charged that the pay is too low be- 
cause media people hav e not created 
(Please turn to page 51) 



MUTUAL AND 3M: 
12 MONTHS LATER 

^ Although sales are up, 3IutuaPs been concentrating 
on plowing profits into projects to build 'prestige image' 

MBS boasts expanded news, public affairs, sales 
staffs, larger station lineups, one year after 3M purchase 



j 



i 



ust a \ear ago the Mutual Broad- 
casting System was bought outright 
by Minnesota Mining & Manufactur- 
ing Corp. Although 3M's entrance 
into broadcasting was big news, the 
sale of Mutual wasn't. This was the 
fourth time in as mam years that 
the network had changed ownership. 

The impact of this news can now 
he felt. For, one year later. Mutual 
has emerged with a sense of stability 
that it had been lacking for many 
years. 

And, it looks like industry specu- 
lations that at least one of the four 
radio networks would fold, with Mu- 
tual the logical "first to go." have 
been tucked away. 

The purchase was announced April 
18, 1%0. 

The first year of 3M ownership of 
Mutual has been characterized bv an 
image-building campaign. Although 
business has been up (Mulual's gross 



has risen 30'/ over the pre-3M peri- 
od) and sales staffs have been ex- 
panded, the stress at MBS has been 
toward building the network's pres- 
tige. ■ 

All monies made this past veai 
"have been plowed back into the op- 
eration" said president Robert F. 
Hurleigh. "You can't make the 
proper return until you have the 
proper product." he said. 

During the past year Mutual has 
been hovering around the break-even 
point, with the exception of a few 
months when the network was in the 
red. 

Here are some highlights of Mu- 
tual's progress under 3M ownership: 

• The hiring of Broadcast Time 
Sales as a rep, giving Mutual its larg- 
est sales coverage area to date and 
marking the first time a network has 
hired a sales representative. j 

• An increase in its regular salt* 



For the first time Mutual has coverage 
in all of Nielsen's "A" market counties 


County size 


% U.S. 
radio homes 


% MBS audience 


Over 500,000 


37.1% 


39.0% 


100,000-500,000 


27.6% 


26.5% 


50.000-100.000 

4 


1 9.5% 


28.4% 


Under 50.000 


1 5.8% 


6.1% 



.Smirce: Nielsen Had in Indev. November Percmber ID'10 — An averape of ail commercial segments in 
aii inrograrns of aii four networks. Tlie four eateenrh's under County size represent in order 
from top to bottom, Nielsen's ,\ , It, C, and D Counties. 
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.WO SMILING PRESIDENTS — Herbert P. Bue+ow, head of Minnesota Mining and Manufacturing and chairman of MBS, and Robert F, Hur- 
jigh, Mutual Broadcasting System president. The network has had "its greatest sense of stability" since 3M purchased it outright one year ago 



I 

|>rce from seven to 11. 
' • An addition of top-flight names 
uch as Arlene Francis, Tony Marvin 
nd Leo Durocher to its roster of 
ews personalities. 

• A wooing back of many top ad- 
vertisers, such as General Mills and 
general Foods. 

1 • The opening of full-time news 
ureaus in San Francisco and Bos- 
in. 

When 3M bought Mutual the net- 
ork had just come out of bank- 
jptcy following a financial rcorgan- 
fation under Chapter 11 of the 
ankruptcy Act. 

The network has had a stormy 
'nancial history for the past five 
pars. But it managed to clear its 
nancial standing during the time 
■hen. with Hurleigh as president, 
Hd financiers Albert McCarthy and 
Jiester Ferguson as owners, the 
ankruptcy proceedings were under- 
sell and concluded. 
What ahout 3M's influence on the 
?twork? Although Mutual is left 
)retty much on its own" all of the 
xird members, with the exception 
Hurleigh, are 3M executives. 
According to Hurleigh the network 
derates on its own and gets no fi- 
nicial assistance from 3M. "How- 



ever, if the situation ever arose we 
could probably call on the parent 
company for funds," he said. 

MutuaFs programing consists of 
the following: 

• Thirty-six five-minute newscasts 
fed daily. 

• A 25-minute special news pro- 
gram, once a week on Monday night, 
called The World Today. 

• Game of (he Day weekend sports 
programs (two-hours Saturday and 
Sunday ) . 

• Music Beyond the Stars and 
America's Favorite Tunes, music fill- 
ins fed all day. 

The two music shows are prepared 
in 25-minute taped segments by Mu- 
tual. They are designed so that the 
local station may cut in for 90 sec- 
onds during each 25-minute segment 
without disturbing the continuity. In 
other words, the stations are told that 
at a certain time a standard tune 
which may be cut out of the pro- 
gram will be pla\ed for 90 seconds. 
In its place may be inserted com- 
mercials, public affairs announce- 
ments or the like. 

Mutual operates on a swap-time ar- 
rangement. That is, the network 
takes air time from affiliates rather 
than money for programing. The 



network pays all line charges except 
in the cases of non-metropolitan sta- 
tions which pay pro rata fees for line 
costs. 

MutuaFs annual line charges run 
between $2-2.5 million dollars. 

Since 3M took over, it has been 
MutuaFs plan to build up its news 
strength. Added to MBS' roster of 
commentators during the past year 
have been Arlene Francis, for wom- 
en's news, Whitney Bolton, the net- 
work's drama critic; Tony Marvin, 
newscasts; Van Patrick, sports di- 
rector; Leo Durocher. sports news, 
and George Hamilton Combs, news- 
casts. Financial commentator Frank 
Singiser now does two newscasts 
daily. 

Among the network's major objec- 
tives since 3M ownership has been 
expansion of special public affairs 
coverage, such as the national con- 
ventions and election, the Eichmann 
trial and the Project Mercun astro- 
naut project. 

The nature of MutuaFs coverage 
has changed. In a recent memo to 
his sales staff, vice president in 
charge of sales Ir\ Lichtenstein 
proudly announced that "Mutual is 
no longer 'king" of the 'B* and 'C 
markets, but is on top of the 4 A' and 
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THE NETWORK'S greatest emphasis during the past year has been on news and special news 
coverage. Here, president Bob Hurleigh briefs members of his staff at convention headquarters 
last summer. Newsmen are (I to r): Cedric Foster, Norman Baer, Joe Keating, Hal Gold 



*ir markets. 

"For a longer period than we care 
to remember, the Mutual Radio sales 
story has been that we cover the *B* 
and *C county areas better than any 
other network," he said. '"We for- 
feited the 21 largest metropolitan 
areas — the 'A* counties — to NBC and 
CBS hut this is no longer true," said 
Lichtenslein. 

He referred his staff to the Niel- 
sen's Radio Index I !\ ovember- De- 
cember I960 1 which analyzes net- 
work radio audiences by market divi- 
sions l>ee accompanying chart for 
Mutual s breakdown). 

This is the way MuluaPs station 
compensation plan works, and how 
it differs from the other webs. Un- 
der Mutual** old plan, if a station's 
hourh rate was $100. it would be 
entitled to this sum. less discount 
(ranging from 7I-76 r £) from the 
network. Thus, the station would 
gel around $25 for carrying an hour 
network show. 

I nder Mutual's present system, the 
rotation can ->ell a half hour and the 
network r;ni sell a half hour. Thus 
the station get* the \alue of half an 
hour of it- air time I in this case $50) 
and the network gets the value of its 
air-time for a half-hour. 

Mutual also has vigorous]) ex- 
panded its sales operation in the last 
\ ea r. There a re now I I full-t i me 
salesmen, new offices in Chicago, and 



an agreement with Broadcast Time 
Sales, all of which gives the network 
seven sales outposts. 

Among the advertisers which are 
new to Mutual or which returned to 
the network after several years' hi- 
atus were Church & Dwight, F&F 
Labs. R. T. French, General Mills, 
General Foods, H. D. Lee. Mennen, 
Scott Paper, and Norwich Pharmacal. 

Mutual also has orders from most 
of the top agencies. Among these are 
X. W. Ayer, J. Waller Thompson. 
BBDO, Leo Burnett, Warwick & Leg- 
ler, Knox-Reeves, Grey, MacManus, 
John & Adams. Keyes, Madden & 
Jones, Benton & Bowles, Geyer, Mor- 
ev. Madden & Ballard, and Cunning- 
ham & Walsh. 

The network has also built up its 
lineup of stations during the past 
\ear. Affiliates number 421. Al- 
though it lost 42 stations from the 
luter-mountain network (now taking 
service from ABC). -Mutual is now 
directh affiliating with many stations 
in Inter-mountain's area. 

In June of 1%0 MBS instituted a 
network editorial service. Two edi- 
torials a day are aired by president 
Hurleigh. The subjects are voted 
upon by a three-man board consist- 
ing of new> director Norman Baer. 
Sieve McCormiek. and Hurleigh. To 
date there are 363 stations which air 
at least one editorial a day. and 270 
which air both. ^ 



NORELCO 



T h r o n <r h a d in a n a <r c r 
llarrv Frv, Norelco has <\v 

m m J 

periiucutcd with all kinds of 
Iv fare, network and spot 

T en years ago, -when you thought 
of an electric shaver, you thought ol 
a Remington. Schick or Sunbeam. 
But. today, the name Norelco pops 
up as frequently, or, in some inar 
kets. more often, than the othei 
giants of the electric shaver industry 

• 

In the midst of Norelco's d\ namii 
rise, and its current switch to spot t\ 
is Harry Fry, ad\ ertising-publicit) 
manager for North American Philip: 
Co., and a man with a flair for un 
usual tv buying combined with < 
down-to-earth personality. 

Since 1955, when Norelco got it: 
feet wet in tv with a small resiona 
sponsorship of Touchdown, Norelco* 
name has been exposed via a variep 
of tv fare: quiz shows, public affair 
programs, newscasts, adventim 
shows, sporting events, and varirt; 
shows. 

"Harry is willing to experimen 
with sound. well-pro\en, though un 
orthodox ideas, and he is responsibl 
for much of Norelco's success lu 
cause of this," one of his colleague 
told SPONSOR. 

The hist or \ of his network hu\ 
for Norelco seems to indicate tin 
he has a sixth sense when it comes I 
tv. I 

For example, he took a <*han< 
with the Jack Paar Show when it n 
placed the old Tonight Show, eu 
though Tonight had flopped in tli. 
lime period. 

He also took a chance on Untitle 
Brinkley Acu\$, even though at tl 
outset of the program Douglas E 
wards had the top news show. Fi 
felt that II-B*s new approach wou 
develop them into a lop proport 
And, he had Steve Allen, whose shf 
he also sponsored, deliver the em 
mercials on Huntley-Brinkley. 

This spring and next fall V>rel 
will be using spot tv exc!uH\rh 
150 markets. Fry's buying is hei. 
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TV BUYS TAKE OFF-BEAT TACK 



concentrated mainly on weekends. 

This plan is an offshoot of an ex- 
periment Fry made late in 1959. lie 
realized that one of the biggest weeks 
of the year is the week after Christ- 
mas, because of gift returns and cx-" 
changes. That year, he bought heav- 
ily into 75 markets, using two sta- 
tions in each market, for the week- 
end immediately following Christ- 
mas. The results w T ere "nothing short 
L>f great" and he's been using this 
.echnique ever since. 
I Among Norelco's other network tv 
^hows were Waller Winchell File, a 
'pioneership" on NBC's Project 20 
n 1956, NBC's Journey To Under* 
itanding, $64,000 Question, and some 
pot carriers on ABC TV and CBS 

rv. 

Norelco's agency is C. J. LaRoche. 

Harry Fry joined North American 
*hilips in 1943 "because it offered 
\ unique opportunity." The corpora- 
lion was started in 1942 and needed 
omeone to come in and shape things, 
t had a number of divisions with 
arying requirements and its plan- 
ters wanted to set up a "creative 
ervice center." 

Fry came in as head of this small 
ueative group. Its objectives: to be 
I focal point for the advertising-pub- 
city needs of the individual divi- 
ions. 

The company's policy calls for a 
ommercial manager of each division 
ho is responsible for making profits 
n his division. Should he feel his 
ivision needs advertising and pro- 
motion, Harry Fry and his depart- 
lent go to work. There are about 
0 people in Fry's staff. 

Among North American Philips 
roducts are radios, telecommunica- 
ons, radio-phonographs, 35/70 mm. 
niversal motion picture projectors, 
rray apparatus, tape recorders, 
j>eakers ? dictating machines, electron 
Jbes and devices, and, of course, 

en's and women's electric shavers. 

Fry concentrates heavily in the 
ta\er division because that division 
!*eds more of his services. 

The shaver has been on the mar- 
?t since 1918. The women's models 
ined the fold in 1950. Distrib lit ion 



and sales have been gradually devel- 
oped. "It's an odd business, selling 
something to get rid of something 
nobody wants — namely whiskers." 
said Fry. "For several years people 
didn't even know of our existence." 
he said. 

The first advertising for Norelco 
was run in Newark, N. J., newspa- 
pers. 'Tn the beginning we were ex- 
ceedingly humble," he said. "All we 



wanted to do was to sell a little bit. 
After a while we were helped by the 
product itself, and a great deal of 
most-weleome word-of-mouth adver- 
tising. 

Although Norelco is a fairl \ exten- 
sive newspaper and magazine user, 
Fry believes tv is a natural for his 
product ''because of its demonstra- 
tion qualities. " About his commer- 
(Please turn to page 5 I ) 



Harry Fry has seen Norelco through 
six years of diversified network schedules, 
has now switched all efforts to spot 
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BASEBALL'S FAITHFUL VIEWER 



^ Hot tram's <:el bosl ratings, hut lesser performers 
pile up quite respectable figures in their tv outings 

^ Cellar-dwc^Uiiig Phillies and fourth-place Cleveland 
register improved ratings in 1960 over previous season 



H 



01110 runs arc great, 1 > 11 1 l>a?e hits 
are the backbone of the national pas- 
time. 

When it comes to baseball as a tv 
buv, \on'\e clouted a homer if vou 
lateh on to a perennial second divi- 
sion club during its fii>l pennant 
drive in decade*. Or if you sponsor 
the telecasts of a relatively new team 
in strong contention for the flag all 
season, there again, it's out of the 
ballpark for a circuit smash. But 
there are base hits to be had outside 
the rarified atmosphere surrounding 
last season's Pirates and Orioles. 

Take the Cleveland Indians. ARB 
night game figures indicate that 
average quarter-hour viewership was 
up from 2<°> in 1959 to 29 the follow- 
ing season though the team fared bet- 
ter in '59. The rating for weekend 



day games, an area which has shown 
some decline throughout the leagues, 
was off slightly in Cleveland, from 21 
in '59 to 20 last year for the games 
tabulated. - 

In terms of performance on the 
field, the Philadelphia Phillies have 
shown a strong preference for the 
Wague cellar of late, yet its tv ratings 
performance is quite respeetable. 
Based on available ARB researeli the 
Phillies moved up from a 20 year 
before last to 23 for the Y>0 season, 
for night games. The team's weekend 
day game ratings, however, were off 
six percentage points o\er this peri- 
od, from 24 to 19. 

The St. Louis Cardinals scored 
mightily in the nighttime ratings con- 
test, hiking their ? 59 figure of 13 to 
22 for last season. Some of the 



credit must of course go to the club's 
considerabl) improved play in 1960. 
Hut even the peppered up Cardinals 
were suseeptible to the general drop- 
off in weekend day game viewership; 
their score in that area fell from 19 
to 16 over the period. 

There were teams apparently im- 
mune to week-end dolldrums, ARB 
reports indicate. The Washington 
Senators aetually demonstrated an 
appreciable rise, from 15 to 19 over 
the period. The New York Yankees 
were up slightly, while the Chicago 
White Sox held the line, as did Balti- 
more's Orioles. 

Ratings for the Oriole telecasts in 
I960 averaged 33 per quarter hour, 
including weekend daytime games, 
according to WJZ-TV which airs the 
games. This compares with 30 for 
the previous season, the figures ema- 
nating from ARB. The share-of-audi- 
ence figures for '60, weekends in- 
eluded, is placed at 69%. The sta- 
tion reports that these telecasts 
reached more audienee than any local 
or network program with the excep- 
tion of Gunsmoke. Only world cham- 
pion Pittsburgh may have bettered 




Several teams bettered their tv performance last season 




I'l'-tim- r<nnjiliint'iit> of Hall immv Orioles 



REACHING for a tough one is agile Oriole infielde 
Brooks Robinson. His team did some fancy reachin 
of Baltimore audiences via WJZ-TV last season, notchin 
a 33 average per quarter hour, including weekend da 
games for which ratings are generally down. And th 
ARB ratings were not based on contests with the Yankee 
or White Sox with whom Baltimore battled for the Amer 
can League Flag. Only "Gunsmoke," among all of th 
programing on the air in Baltimore fared better, accorc 
ing to the station. 

Teams with less stimulating field performances tha 
the Orioles and Pirates (the latter probably edged oi 
Baltimore in ratings), turned in quite satisfactory rating 
as well. For night games, Cleveland hit 29; Philadelphi 
23; St. Louis, 22 — a 1 1 improvements over the '59 recor 
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this score in the world of televised 
baseball. 

In assessing the Orioles' tv audi- 
ence performance for I960, WJZ-TV 
officials emphasize that none of the 
ARB-rated games involved the Yan- 
kees or White Sox with whom the 
Baltimore squad was engaged in a 
three-way battle for the American 
League flag. Seven of the 11 rated 
games reportedly were with seeond- 
;livisiou teams, while in the remainder 
the Orioles took on fourth-place 
.Cleveland. 

One Oriole official had this to sav: 
rlii our relationships with tv and 
radio, we've found that both have 
been a great promotional aid to the 
blub. They've helped us acquire 
Hairy new fans in and around Balti- 
nore. We are particularly pleased 
pill the televising of our away 
^ames. and we endeavor to televise as 
nany of these road contests as pos- 
sible." 

Besides Baltimore, only Kansas 
Lit) among the newer teams has a 
lull tv schedule. Available ARB cov- 
■rage is not extensive, but it showed 
jhe Athletics at the 21 level for 1960 
light games and, surprisingly, a 
omewhat higher 22 for weekend day 
Raines. This indicates that a rela- 
uely new T team ean turn in satisfac- 
pry ratings, though to hit the upper 
tratosphere it's necessary to win 
^iore ballganies than the Kansas City 
lub bas been able to manage thus 
ar. 

For the 1961 major league baseball 
?ason, tv sponsorships break down 
lis way: 15 beer; 12 tobacco; seven 
etroleum ; two automobile dealers : 
ne package goods, and one baking 
pmpany. A few part sponsorships 
^main open. 

| The most startling departure from 
ie previous season's sponsorship 
peakdown is in the tobacco field, 
|hich was represented in only four 
fajor league markets back in 1960, 
'pmpared to this year's 12. Other 
"gures are about the same, but absent 
«is season are the bank, finance com- 
my, and food processor that were 
i hand in 1960. 

Back in 1959, the brewery count 
as somewhat higher, at 18. There 
ire nine petroleum sponsorships that 
lar, seven tobacco, two automobile 
ialers, and three from the food in- 
istry. ^ 




ENTHUSIASM for WSJM's 'Buy-Wisely-Buy-Now' campaign caught on quietly with local mer- 
chants lilce Gladys Kamber of Kamber's Jewelry, here with WSJM sales mgr. Ted Faile 



RADIO 'BUY- NOW DRIVES 
CHASE RECESSION BLUES 




roadcasters who in recent weeks 
waged verbal warfare against reces- 
sion-talk mongers, are beginning to 
"rack up battle trophies. 

The verbiage, so sa) the station 
men. has paid off handsomely. Aside 
from trauquilizing depression jitters, 
the barrage brought about a surge in 
retailer business — and liypoed lag- 
srin"; station sales. 

For example, take the story which 
eomes out o f WSJM, the .Mutual af- 
filiate serving a population claim of 
some 162,000 in the St. Joseph-Ben- 
ton Harbor, Mich., market. 

Last month, disquieted by reports 
of a reluctant buying public filtering 
in from retailers everywhere in the 
locale (and its own sales down) the 
station launched an all-out, hard-hit- 
ting Buy Wisely, Buy Now campaign 
designed to rebuild buying confi- 
dence and ehase away depression 
doldrums. 

The icsults of the three-week fight 
to out-talk recession talkers, says sta- 
tion manager Joseph Mackin, is a 
tribute to the "power of positive 



radio. 



Retailer business reports began 
taking on a happier note and from 
two of the aiea s banks eame reports 
like this: from Herbert C. Kerlikow- 



ske, St. Joseph Sa\ ings and Loan 
Assn."" from our point of ^ iew. we've 
noticed a definite trend toward im- 
provement since the Buy Wisely, Buy 
Now campaign started. We at- 
tribute a large part of this directly 
to the campaign." And this, from 
John Stubblefield People's State 
Bank of St. Joseph — "since the in- 
auguration of this campaign, we've 
noted a minimum impro^ ement of 
20;l in the bnsiness community over 
the past month." 

Here's how the station handled its 
area economy booster: first, minute 
messages — capsule reports filled with 
optimistic business facts, were taped 
and aired on a saturation basis. 

Civie and business leaders also 
taped messages urging buying confi- 
dence in the area. Wiirdow placards 
carrying the theme as well as the 
AFA's Let's Keep Rolling Ahead 
posters were displayed In local mer- 
chants, sen ice stations and traffic 
spots. 

A number of other stations went 
all-out to battle the recession fears 
with go-out-arrd-shop-now campaigns. 
Among t h e m : W K B R . 13 u fla 1 o : 
WSOC, Charlotte. \. C: KQV and 
KDKA-TV. Pittsburgh; WBIC. Islip, 
N. Y., and WPKN. Philadelphia. 
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NET TV ADVERTISER 
LIST AT NEW PEAK 

^ 376 invested in medium last year breaking record 
of 341 set in '56; latest totals include 53 novitiates 

^ P&G again cops top honors, this time with outlay 
of $46/106,679; American Home Products runner-up 



total of 53 companies entered 
the network t\ arena for the first 
time in I960. 

The) were among a record total of 
376 advertisers who utilized the me- 




HOWARD C0H00N, pres., Dumas Mflner 
Corp., brought his firm into net tv last year 



dium last year, according to tabula- 
tions just released by TvB. This tops 
the previous high of 341 network tv 
advertisers, established in 1936. 
Compilation is the work of Leading 
National Advertisers-Broadcast Ad- 
vertising Reports. 

Procter & Gamble once again tops 
the list, though its gross time expen- 
diture in net tv show a drop from 
$50,293,552 in '59 to 516,106,679 
last year. 

The rnnner-up slot changed hands. 
American Home Products moving up 
from third place with an outlay of 
$33,376,057. 

Lever relinquished second place, 
dropping one notch with 1960 ex- 



penditures of S28.613.LI0. The Lever 
figure was at the $32,734,955 level a 
\ ear earlier. 

General Motors came up from 
sixth to fourth place, spending $22.- 
985.033 last year, compared to $20.- 
021,744 the \ear before. 

In fifth place for 1960 was Colgate- 
Palmolive, which spent $22,511,280. 
C-P dropped from fourth place 
though its net tv expenditures were 
almost as high as its previous year's 
outlay of $22,178,524. 

Big spender among the net tv no- 
vitiates was Dumas Milner Co., 
( Pine-Sol cleanser-disinfectant, Per- 
ma Starch, ete.) which ranked 100 
with an outlay of $1,174,728. Close 
behind, in 104th place, was another 
newcomer, Plough, Inc. (St. Joseph 
aspirin, Alistol nose drops, other pro- 
prietary medicines), which spent 
SI, 124,788 in network television last 
vear. 

V 

TvB noted a broadening base in 
network tv, with 96 advertisers 
spending less than $100,000. Of the 
53 new companies in the medium 
last year, 27 invested less than $100.- 
000, while 15 had gross time expendi- 
tures that ranged between $100,000 
and $200,000. 

TvB also has come out with a 
study of summer tv viewing. It 
points out that while audiences reach 
a peak in January. February, and 
March, viewing for the rest of the 
year is relativel) level. While full 
week accumulated audience hits 95.6 
in March, the equivalent figure for 
August is a slightly lower 92.1, ac- 
cording to TvB. 

As for daytime viewing, TvB has 
determined that the hourly average 



of homes using tv, Monday through 
Friday, 9 a.m. to 5 p.m., is 17.5 in 
the months of April, May, Septem- 
ber, October, November, and Decern- 
bcr, while in June, July and August 
the average* viewership was found to 
he 18.5. 

Late night tv figures indicate that 
average of homes using the medium 
in summer is only a shade less than 
the the full-year average. During 
the summer, it's 22.5, against 23.8 
for the year. 

In terms of education and size of 
income, TvB finds that the upper 
echelons for the most part maintain 
their viewing levels all year long even 
more consistently than is the case in 
other homes. 

Rounding out the top 10 network 
tv spender roster, General Foods oc- 
cupied sixth place in 1960, with ex- 
penditures of $18,623,648. In 1959. 
the company came in fifth, spending 
$20,890,321. 

R. J. Reynolds again held down 
seventh position, though its expendi- 
tures were down from $16,123,827 
vear before last to $15,891,416 in 
I960. 

In eighth place last year was Ster- 
ling Drug, which came up one notch 
over its 1959 showing with a net tv 
outlay of $15,358,919. This marked 
a sizeable increase over the $12,975.- 
163 spent in the course of the pre- 
vious year. 

Also in the ascendant on the net t\ 
expenditure ladder is General Mills 
up from tenth in 1959 to ninth las 
year. Its outlay rose from $12,919. ' 
237 to $14,651,707 during the periot 
under surveillance. 

And, in tenth place, with expendl 
tures of $12,533,149, was Brown l 
Williamson. The tobacco firm cam 
all the way from 19th place the prt 
vious year during which it spent $8 
592,953 in the medium. 1 

The only advertiser in the 195 
top 10 that did not return to tfc 
category last year was Gillette, whir 
came in 12th. Its expenditures wei 
ofT from $13,642,174 in 1959 whe 
it held down eighth place to $12 
075,302 last year. The second grou 
of ten for 1960: Texaco; Gillettt 
Philip Morris; Ford; Liggett 
Myers; Bristol-Myers: National Hi 
cnit ; Kellogg ; American Tobacn 
Miles Labs. ¥ 
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Here are all 348 net tv advertisers in over-$25,000 category 



RANK COMPANY SPENDING 

243 Acad, of Mot. Pict. A & S....$ 143,517 

*226 Adams Corp 180,265 

138 Adolph's, Ltd 606,505 

*246 Airequipt Mfg. Co 138,991 

22 Alberto-Culver Co 8,822,038 

284 Aluminum, Ltd 82,175 

50 Aluminum Co. of America.... 3,492,926 

285 Amer. Character Doll 80,404 

39 Amer. Chicle Co 4,612,913 

190 Amer. Cyanamid Co 280,976 

128 Amer. Dairy Ass'n 689,839 

289 Amer. Express Co 77,638 

84 Amer. Gas Ass'n 1,478,363 

2 Amer. Home Pro.ds Corp 33,376,057 

256 Amer. Luggage Works 129,565 

202 Amer. Mach. & Foundry 249,105 

177 Amer. Marietta Co 380,884 

165 Amer. Motors Corp 426,297 

780 Amer. Photo. Equip. Co 94,351 

*332 Amer. Red Ball Trans. Co 36,570 

73 Amer. Tel. & Tel 1,904,364 

19 Amer. Tobacco Co 9,701,965 

248 Amity Leather Prods 137,595 

131 Anheuser-Busch, Inc 646,573 

45 Armour and Co 3,988,370 

43 Armstrong 4,181,034 

229 Arnold Schwinn & Co 174,000 

257 Atlantic Refining 128,448 

156 Atlantis Sales 500,447 

167 Avco 422,380 

273 Ballantine 111,732 

32 Bayuk Cigars 5,705,471 

38 Beech Nut Life Savers 4,819,117 

61 Beecham Products, Inc 2,796,388 

111 Bell & Howell Co 1,009,047 

196 Benrus Watch Co., Inc 264,875 



223 Berkshire Knit. Mills 192,205 

f271 Better Vision Inst 113,971 

*249 Binney & Smith 137,458 

90 Bishop, Hazel 1,305,408 

223 Bissell, Inc 160,816 

36 Block Drug 5,242,390 

*313 Blue Bell, Inc 47,820 

130 Bon Ami 655,388 

1 135 Borden 613,920 

1 258 Botany Industries 121,299 

291 Boyer Internat'l. Labs 75,960 

88 Breck, John H 1,322,555 

240 Bridgeport Brass 152,204 

110 Brillo 1,025,496 

16 Bristol Myers 10,747,288 

10 Brown & Williamson 12,533,149 

182 Brunswick Corp 332,404 

310 Burgemeister 50,794 

I206 Burlington 236,835 

157 Calif. Packing 488,109 

34 Campbell Soup 5,304,700 

89 Canada Dry 1,311,430 

New to network television. 



RANK 
145 
56 
29 
*311 
97 
*236 
78 
337 
341 
23 
328 
306 
125 
299 
132 
148 
*322 
5 

209 
251 
*302 
134 

92 
194 
141 
*274 
*214 
279 

52 
143 

99 
174 
253 
275 
295 

81 
296 

48 
225 

28 
*1 00 
255 
*346 

35 
261 
129 
*297 
153 
118 
163 
184 
180 
199 

95 
*142 
*316 

77 
205 



COMPANY SPENDING 

Canadian Breweries $ 570,799 

Carnation 3,009,147 

Carter Products 6,174,175 

Chanel 48,592 

Chemstrand 1,190,550 

Chemway 158,930 

Chesebrough-Ponds 1,786,149 

Chicago Printed String 32,451 

Chicago Show Printing 30,420 

Chrysler 8,638,201 

Chun King Assoc 37,871 

Citizens for Kennedy 55,475 

Citizens for JFK & LBJ 708,829 

Clark, J. R., Co 66,290 

Cluett Peabody 645,229 

Coca Cola 561,080 

Coleman Co., The 42,790 

Colgate-Palmolive 22,511,280 

Colorforms, Inc 232,000 

Columbus Coated Fabrics.... 133,735 

Commonwealth Products .... 60,000 

Congoleum Nairn 613,929 

Consolidated Cigar 1,290,070 

Consolidated Foods 270,943 

Continental Baking 593,837 

Continental Oil 111,430 

Continental Wax 219,447 

Coopers, Inc 96,336 

Corn Products 3,342,356 

Coty 984,650 

Cowles Magazines 5,188,633 

Cracker Jack Co 394,135 

Curtis Publishing 132,976 



Democratic Nat'l. Comte. 
Dem. Pty. — Cook County 



109,074 
72,950 



Dow Chemical 1,613,613 

Dow Corning Corp 72,430 

Drackett 3,577,524 

Drug Research Corp 185,910 

du Pont 7,558,622 

Dumas Milner Corp 1,174,728 

Dusharme Products 131,780 

Eagle Pencil 26,481 

Eastman Kodak 5,271,794 

Elnr Roosevelt In. for Cancer 118,265 

Electric Autolite Co 675,878 

Electric Storage Bat. Co 70,240 

Elgin Watch 536,419 

Equitable Life 835,763 

Eversharp 432,891 

Ex-Lax 324,760 

F and F Labs 363,347 

Factor, Max 258,428 

Falstaff Brewing 1,236,529 

Field Ent. Ed. Corp 587,898 

Filbert, J. H., Inc 45,740 

Firestone 1,789,210 

Florida Citrus Comsn 239,331 




RANK 
213 
14 
69 
31 
6 
9 
4 

147 
267 
119 
303 
122 
308 
294 

12 
241 
101 

83 

76 
136 
288 
317 

87 
200 
*238 
103 
*344 
169 
333 
139 

57 

51 
112 
154 
137 
319 
329 
338 
186 
247 
149 
211 
335 
348 
171 
278 
305 

41 

25 

40 
173 

18 
150 
159 

49 
*331 
314 



COMPANY SPENDING 

F.T.D. Ass'n $ 221,581 

Ford Motor Co 11,159,933 

General Cigar 2,307,464 

General Electric 5,745,718 

General Foods 18,623,648 

General Mills 14,651,707 

General Motors 22,985,033 

General Nutrition Corp 566,401 

General Tel. & Electronics.. 115,296 

General Time Corp 832,269 

Genesee Brewing 58,170 

Gerber Products 759,149 

Gibson Greeting Cards 51,783 

Gilbert, A. C, Co 73,640 

Gillette 12,075,302 

Glidden 147,323 

Gold Seal 1,151,020 

Goodrich 1,568,158 

Goodyear 1,819,908 

Greyhound 613,536 

Grocery Store Prods 77,780 

Gulf Grnty Land & Title 45,505 

Gulf Oil 1,334,609 

Hagan Chemicals & Controls 255,347 

Haggar Co 153,280 

Hallmark Cards 1,145,218 



Hambro Automotive Corp. 



28,841 



Hamm Brewing 412,908 

Hanes Knitting 36,000 

Hartz Mountain 605,576 

Heinz 2,940,051 

Helene Curtis 3,350,042 

Hills Brothers 979,556 

Hollywood Brands, Inc 512,640 

Hoover Co 612,005 

Hygrade Food Prods 45,419 

Ideal Toy 37,790 

Ind. Cits for Nixon & Lodge 32,297 

Independent Televn. Com 315,430 

Insurance Co. of N. Amer 



138,394 

International Parts Corp 552,183 

228,377 
35,920 
25,179 



International Shoe 

Jantzen 

Jaymar-Ruby, Inc 

Jergens Andrew Co 397,224 

Johns-Manville Corp 100,497 

Johnson, Howard D., Co 55,496 

Johnson & Johnson 4,297,630 

Johnson, S. C 8,103,747 

Kaiser Industries 4,448,040 

Kayser Roth Corp 39<705 

Kellogg 9,900,196 

Kemper Insurance Group .... 551,526 

Kendall Co 476,444 

Kimberly-Clark 3,524,286 

Kiwi Polish Co 

Knapp-Monarch Co 

(Please turn to page 56) 



37,768 
47,160 
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BETWEEN TAKES — Charles Goren (c), bridge expert and narrator of the Amana-sponsored 'Championship Bridge,' jokes with Walter Schwim- 
mer, head of firm producing show, as bridge champ Lee Hazen (r) warches. Amana bought participations on ABC TV show for eight weeks 



Tv zeroes in on Amana's market 



^ Walt Scliwimnier's bridge .show on ABC TV reaches 
higli-iiieoine, fact-conscious audience firm wants to hit 

^ Manufacturer of freezers, air conditioners stavs in 
the race by specializing and stressing product quality 



T he appliance industry . a rugged 
arena even for giants of such stature 
as Westinghouse. General Kleetrie 
and Krigidaire, might take a market- 
ing lesson from a smaller — but bv no 
means ol)seure — competitor that finds 
it pays to specialize, 

Amana Refrigeration. Inc.. in a 
relatively modest effort as compared 
to the multi-million dollar advertis- 
ing budgets of its competition, in- 
vested a si'OMsOR-estiniated 8250.000 



in its most recent network venture — 
an eight-week campaign on Cham- 
pionship Bridge With Charles Cor on, 
now in its second year on ABC TV. 
This selection was a grand slain buy 
for Amana. according to company 
spokesmen. It delivered, hi spades. 
Amana's target audience, by age 
group, income status, and interest. 

The 27-year-old refrigeration firm 
has managed to maintain a substan- 
tial sales record even though faced 



with \igorous rivalry. Specializatior 
is the key to Amana's success, ac 
cording to company executives 
Amana has purposely not diversifier 
its line. The only segment of the ap 
pliance industry with which it com 
petes directly is that of refrigerator 
freezers and room air conditioners 
the sole products in Amana's line 
"We have no desire to run the camu 
from light bulbs to vacuum clean 
ers," says Merlin E. Morn's, adver 
tising manager. 

Overall refrigeration industry sale 
has been estimated at $1,129,060.00< 
for I960, and the home freezer m 
dustrv at $308 million for the sain 
period. Of the latter. Amana gleanci 
about 25 r r share-of-unit sales las 
year. 

With its purchase of Champion 
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ship Bridge, Amana bought an audi- 
ence composed chiefly of its key mar- 
keting segment, according to Maury 
Bergman, head of Maury, Lee and 
Marshall, Amana's New York agency. 

"The show reaches a wide audi- 
ence of prospective purchasers in 
higher income brackets — quality con- 
scious viewers who have money to 
spend on a lifetime purchase such as 

la home freezer," he savs. 
i 7 

Independent audience research 
3one for Walter Schwimmer, Inc., 
jroducers of Championship Bridge 
fas well as Championship Bowling) 
;hows that 73% of the bridge play- 
•rs who watch the show have annual 
I ncomes of $10,000 and over. 
\ The show format, a Charles Goren- 
larrated half-hour with pairs of na- 
j ional champions pitted against each 
>ther in rubber bridge, is a vehicle 
hat fulfilled Amana's audience atten- 
tion requirement. 

"We wanted a show with a strong 
ocal point of interest," Bergman 
ays. "one with appeal for a fact- 
eeking audience." 

Amana commercials are aimed 
iglit at this audience. Factual, 
reason-why" sales messages are 
imcd to appeal to logical, fact-reten- 
ave bridge-player minds. The com- 
mercials, also produced by Schwim- 
ler, are integrated technically as 
fell as creatively. Not only is this 
cost-cutting device for an adver- 
ser, but it does away with the jar- 
ing inconsistency of inserted sales 
lessages. according to Arthur E. 
,'ickens. Jr., Schwimmer v.p. in 
jharge of programing. 
Commercials are printed right in 
le show film, and the sponsor is 
parged on a footage basis. The 
^mplete show is delivered to the net- 
work as a unit. In outlining 
phwimmer's pitch, Pickens says, 
; we feel that an advertiser is en- 
tled to full share of sponsor identi- 
pation. as opposed to the magazine 
j>ncept of television sponsorship." 
j Championship Bridge sponsors re- 
ive merchandising and promotion 
>osters. Schwimmer works closely 
5th playing card manufacturers, 
ridge columnists, and national 
idge associations. 

Amana. which co-sponsored its 
'£ht weeks with North American 
Lines and Samsonite Luggage, 
'gan on 12 February and finished 



its schedule on 9 April. 

Neither Bergman nor Amana are 
newcomers to television, though their 
names are not commonly identified 
with the medium. Although they 
must, out of necessity, seek low budg- 
et vehicles, they have usually been 
able to find what they need in tv. 
Amana has sponsored some major 
broadcast efforts in the past: Garry 
Moore's morning radio show; Phil 



Silvers' Sergeant Bilko (alternately 
with Camels); NCAA football (with 
Maytag and Zenith), and they were 
instrumental in putting the Harlem 
Globetrotters on tv. 

Amana, which for 13 years has 
used two agencies, usually splits its 
advertising budget in even thirds 
among radio-tv, newspapers, and 
magazines, according to Morris. In 
(Please turn to page 55) 




COMMERCIALS for Amana were produced by same firm which produced tv show. Working on 
air conditioner commercial are (I to r) Bob Williams, announcer; Maury Bergman, head of 
Maury, Lee and Marshall, Amana's New York agency; Reinald Werrenrath, producer. Beside 
freezer is announcer-model Renee Bramen. Sponsor is charged on footage basis for commercial 



CHECKING COPY for commercial are (I to r) Merlin E. Morris, Amana advertising manager, 
and two agencymen, copywriter Hugh Mooney and agency head Bergman. Copy is factual and 
logical on the theory that bridge players are more susceptible to that kind of advertising 



SPONSOR ASKS 



SHOULD MUSIC PROGRAMERS PAY ATTENTION TO 




Al Heacock, program director, IfBZ, 

Boston 

A definite and adamant no! Broad- 
casters are constantly faced with 
changes in musical trends, and de- 
spite the criticism of a few antago- 
nists, have a duty to the community 
they serve to program a popular 
trend. If a broadcaster ignores his 
personal convictions and succumhs 
to the sabre pen of a newspaper crit- 



i\o; Dixieland 
jazz, once 
anathema to 
critics, now ac- 
ceptable art 
form 



ic, then he is consciously doing an 
injustice to himself, his audience, 
and the broadcasting industry in gen- 
eral. 

Today, a broadcaster must not 
onlv be fullv aware of what is musi- 
cally popular, but he must also be an 
oracle and anticipate changes in mu- 
sical tastes. Then, he must cou- 
rageously develop these changes on 
the air. Community acceptance more 
than compensates for the ire of a mi- 
nority group whose focus is blurred 
by generalization. 

It is rather unfortunate that manv 
criticisms of popular music are based 
upon a comparison of what was ac- 
ceptable five or ten years ago. His- 
torically speaking, most musical 
trends have been the object of criti- 
cal wrath down through the years. 
Dixieland jazz, for instance, which 
reared its raucous head after World 
War II, was unmercifully criticized. 
It is rather ironic that today it is 
featured in the leading concert halls 
of the world to standing room audi- 
ences. Controversy, it seems, breeds 
popularity ! 

How can one individual influence 
the musical appetite of millions of 
radio listeners, who. in the long run. 
decide what is or what is not popu- 
lar? How can a skeptic hold back a 
trend avalanche from a public? Who, 
for instance, spent seventy-six mil- 



lion dollars during a six-) ear period 
for Elvis Presley discs? Our indus- 
try is being constantly besieged by 
popular trends. We are obligated as 
public servants to use foresight rath- 
er than hindsight and accept these 
trends. For many, a safe middle of 
the road policy would suffice, but the 
middle of the road ratings would not 
serve nor enthuse advertisers. 

In summing up, 1 wish to point 
out that the critic's evaluation of 
what is good or had musically repre- 
sents the thinking of one man whose 
knowledge of broadcasting more than 
often does not extend beyond the 
confines of his desk. As broadcasters 
w e should consider criticism as a 
stimulant for the imagination and 
continue to program progressively 
for the people. 

Henry Sullivan, general manager, 
ITSOC, Charlotte, A'. C. 

There seems to have grown up a 
kind of running feud between the air 
media and newspapers. While I do 
not at all decry intense competition 
between the two media. I think it is 
regrettable that friction has spilled 
over into other areas, because both 
media fulfill essential and basically 
non-conflicting functions. 

In my experience, I have found 
that most columnists are community 
conscious and genuinely attempt to 



Yes: their 
criticism is 
certainly one 
guide to 
popular 
thinking 



he fair in their evaluations of radio, 
hut naturally they have their person- 
al feelings. With a few notable ex- 
ceptions, most of their comments are 
made in good faith and in the inter- 
ests of better radio. Parenthetically, 
radio men never hesitate to duplicate 
favorable press comments on their 
station and use them as promotion 
pieces. 




So to answer the question, 1 think 
it is obvious that we should pay at- 
tention to newspaper columnists as 
we would to any other responsible 
source that oilers constructive criti- 
cism. 

Obviously, I am by no means sug- 
gesting that we allow newspapers to 
program a radio station. Their pub- 
lished advice is valuable principally 
in that newspapers to a degree re 
fleet public opinion, and to a certain 
extent even influence it. Therefore, 
newspaper comments oiler a certain 
guide to the current thinking of the 
market, but this source is not as im- 
portant a criterion as station mail, 
ratings and the station man's own 
savvy, 

One of the times that I believe 
columnists perform a real service, 
both to the public and the station, is 
when they attack the programing of 
extremist stations. By this 1 mean 
those stations that reduce their pro- 
graming level to the lowest demoni- 
nator. In protesting this type ol 
sound, the newspapers help radir 
maintain a prestige level which is ul 
timately beneficial to the industry a* 
a whole. 

At our station we do not progran 
extremes, either heavy classical o 
violent type rock 'n roll. Our aim i 
to provide our listeners with a me 
Iodic sound. Naturally we don't ex 
elude those new artists who have 
moderate rock 'n' roll stvle. Sue 1 
talent as the Platters or Coiini 
Francis easily meets our criterioi 
which is melodic. 

We are convinced that people lik 
our melodic sound. This is born 
out by the many comments we n 
ceive and, of course, by our rating 
Even the press has been kind. 1 don 
mean that they have actually cor 
plimented our format. But we coi 
sider the mere fact that they have r 
frained from publishing non-favo 
able items as a plaudit. Howcv 
negative their attitude might be. ^ 
would never ignore them. It wou 
be turning our back on one of tl 
most important forums of pub 
opinion. 
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PRESS CRITICS? 



Rick Sklar, program manager, WINS, 

N. Y. 

Here at WINS we quite naturally 
are avid readers of radio columnists. 
As responsible broadcasters we seek 
;out the greatest number of authori- 
tative sources of factual information 
and critical opinion in selecting mu- 



Press opinions 
of fen too 
personalized 
and contradict 
music sales 




dc for air play and determining the 
'Xtent of exposure for each particu- 
lar recording. But we read the press 
,vithout a magnifying glass. The 
opinions of newspaper critics must 
|ake their place alongside the trade 
|)ublications' statistical studies of mu- 
ic popularity and sales, the activity 
eports of local distributors and re- 
ailers and the local polls conducted 
f\ the form of daily community 
^eetings and nightly telephone vot- 
,ng, conducted by WINS to deter- 
line the music tastes and needs of 
e communities we serve. 
Against these other faetors the 
evvspaper critic's opinion of what 
^presents good listening in popular 
msic often seems to take on a high- 
]/ personalized shading. The writer 
laces his own taste ahead of the 
Jreferences of his readers who, inci- 
dentally, are our listeners. I lis in- 
*nt may be identical with ours but 
lie perspective ehanges rapidly if 
pu substitute turntables for a type- 
riter. It all depends on where 
pu're sitting. 

In pounding out a story it becomes 
j> very easy to want to play cru- 
ider — to tell the public that their 
^nses of appreciation need uplifting, 
i programing music for the air we 
low if we play the wrong music 
ey'll tune us out. 

There are three critical moments 
at occur each time a person de- 
des to listen to the radio — the mo- 
{Please turn to page 57) 
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America looks to the South 



for economic growth, and 
the Jackson TV 
market area 
leads that 
growth." 



Past President, 
U.S. Chamber of Commerce 

BOYD CAMPBELL 



Pres., Mississippi 
School Supply 




WJTVk, 12 I WLBT 



Hollingbery 



Serving the Jackson, Miss., Television Market 
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Can you find a 

Two station television market (both VHF) 

Where ONE STATION WINS 

442 of 499 total quarter - hours 

In TOTAL AUDIENCE? 

That's the performance of - - - - 




CHANNEL 



IN AUGUSTA GEORGIA 

ARB AUGUSTA CA., NOV. 1960 



WNSOR • 17 APRIL 1961 



49 



TV 




Capsule case histories of successful 
local and regional television campaigns 



MOTION PICTURE 

SPONSOR : National Theater* Amusement ( tut). Ud'INO : Dim t 

Capsule case history: The Wisconsin Theater in Milwau- 
kee took a slightly uiieoiiveiitioiial menus to attract audi- 
euees to the showing of a picture Journey to the Center of 
the Earth. The theater went the mail-order route, and pur- 
chased a campaign on W \1VTV Milwaukee to stimulate 
mail requests for tickets. r lhe mo\ie operation purchased a 
10-day spot campaign, and results far exceeded expectations. 
The theater recehed o\er 2.000 written requests for tickets, 
and main phone calls expressing an interest in the motion 
picture. Al Frank, general manager. Wisconsin-Fox Divi- 
sion of National Theaters Amusement Corp., noted that the 
campaign made the picture one of his most successful at- 
tractions in several \ears. "We always knew that television 
was an important ad\ertrsing medium, and that WX1X-TV 
had a good audience, hut the results. frankK. were beyond 
our greatest expectation/' Al Frank went on to say that 
television would play an important role in future campaigns. 
WX1X-TV, Milwauker Announcements 

HOMES 

SPONSOR; Hu^krBilt Home* VGENCY: Direct 

Capsule case history: lluski-Bilt Homes is a newh formed 
compaii) in the Charlotte area specializing in the erection 
of shell.t)pe homes, built to sell for from §2100 to §1000. 
This is a highly competitive field in Charlotte, with ahout 
15 companies in this category. Cecil Huskey, lluski-Bilt's 
president, needed direct leads in a hurry for his newly- 
organized outfit. With the exception of a few classified ads. 
he put his entire ad budget on WSOC-TV. His schedule 
cousi>t> of only one spot a week on WSOC-TV's Late 
H eather >egment of the Eleventh Hour Report each Thurs- 
day. The campaign started on March 9, 1961. The very 
first spot resulted in immediate phone calls and 12 written 
inquiries. To date there have heen o\er 10 inquiries, and 
two sales ha\c heen direeth traceable to WSOC-TV. In 
addition, there are a good number of prospects that may 
bu\. "A fantastic re>pon>e from a tv campaign costing only 
$65 per week/' i> the conclusion of owner Cecil Huskey. 
\\ SO(%T\ . Charlotte, \\ C. Announcements 



FARM EQUIPMENT 

SPONSOK: Panzer ProdurK Inc. \GK\CY: Dinri 

Smthern Lawn Mown & Paris Co. 

Capsule case history: Panzer Products, Inc.. found tv tan 
even sell a line as specialized as tractors. In March, Panzer 
hacked up its retail outlet in Winston-Salem. Southern Lawn 
Mower & Parts Co.. in sponsorship of 30-minute Sunda\ 
afternoon segments on WSJS-TY. The program, Filibusters. 
showed the capabilities of the Panzer tractor, and it paid 
off immediately for them. About 100 people drove from 
miles around to the location to see and ride the machine. 
Of this number, six purchased tractors, which cost over 
$500 each. The second Piuhnster show produced e\en big- 
ger results, with over 300 people attracted to a live demon 
stration and racking up for the advertisers a substantial 
pro Vance Hamilton and John Bryant of Southern re 
ported that the advertising on WSJS-TV necessitated a wait 
ing list for personal demonstrations, and at this time, will 
the Filibuster programs to follow, it's difficult for them t« 
estimate how high sales will eventually go in this market 
WSJS-TV, Winston-Salem Pmpran 



SPECIALTY ITEMS 

SPONSOR: Cordon Svrvivv VGENCY: Dint 

Capsule case history: With a limited budget to work fron 
the Gordon Service of Detroit had to he selective in il 
choice of advertising. Quick returns were important t 
this advertiser of specially items. Jacques E. Goulde, salt 
manager for the firm, bought a short schedule on WWLP 
The Kitty Brottiati Show, to sell its hooked rugs in tl 
Springfield. Mass.. area. On the strength of one announr 
nient alone, more than 200 orders were received, 90 r / » 
which contained payment in full with the order. Goal* 
told WWLP: "We found the volume of business that WWI 
brought us exceptional, considering that ours is a special 
item and not of general appeal." As a result, a new schi 1 
ule was placed on WWLP. again attracting a suhstant; 
number of orders for the hooked rugs in spite of a sin 
advertising budget. The firm now plans to expand its bu( 
ct for television next year, with The Kitty Broman Sh 
slated to get its advertising in this pai 
WWl.P, Springfield, Maw, 



iitty Bromaii 5/n 
t of New Englai 



Announccme 



SPONSOR • 17 APRIL 196 



MICHIGAN 

WEEK**™" 





YOU 



59 MOVIES 



NSI SURVEY— GRAND RAPIDS-KALAMAZOO AREA 

October 17-November 13, 1960 



Quarter Hours in Which Stations Deliver Most Homes 





No. of Quarter Hours 


Per Cent of Total 


WKZO-TV 


STATION B 


WKZO-TV 


STATION B 


Mon. thru Fri. 










7:30 a.m.-Noon 


55 


25 


68.7% 


31.3% 


Noon-6 p.m. 


70 


50 


58 % 


42 % 


Sun. thru Sat. 










1 6 p.m.-9 p.m. 


72 | 


1 12 


85.6% 


14.4% 


■ 9 p.m.-Sign off 


110 


3 


97.3% 


2.7% 



^Samuel Hinds appeared in 159 films, 
more than any other American actor. 



BUT... WKZO-TV Results Make You A "Star" 

In Kalamazoo -Grand Rapids! 

Almost every home in the Kalamazoo and Grand Rapids 
market is a "theater" for WKZO-TV — and this market 
is important to you! 

For example, Kalamazoo alone is predicted to show the 
greatest increase in personal income and retail sales of any 
city in the U.S. between now and 1965. As a result, 
WKZO-TV's dominant position is even more important. 
WKZO-TV delivers an average of 103^7 more homes per 
quarter hour than Station B, Sunday through Saturday, 
1 p.m.-Midnight (NSI — Oct. 17-Nov. 13, 1960)1 

You can sell in Kalamazoo-Grand Rapids and Greater 
Western Michigan with WKZO-TV. And if you want all 
the rest of outstate Michigan worth having, add WIVTV, 

Cadillac, tO yoiir WKZO-TV Schedule. Sources: Sales Management 
Survey of Buying Power, and NSI for Kalamazoo-Grand Rapids. 




. WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC-TRAVERSE CITY * 
KOLN-TV — ' LINCOLN, NEBRASKA ' 



WKZO TV 

100,000 WATTS • CHANNEL 3 • lOOO' TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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RADIO 
BASICS 



AM & FM 

YouMI find comprehensive 
data on in and out of home 
listening, SPOT and network 
trends, set production, sea- 
sonal changes, hour by hour 
patterns and the unique and 
growing auto audience. 

It should be on every desk 
of every one in your shop 
who is in any way involved 
in the purchase of radio 
time. They're so reason- 
ably priced you just can't 
afford to be without them. 





ORDER 
YOUR 
REPRINTS 

NOW 






FILL COUPON 
WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 

SPONSOR READER SERVICE . radio basics"' 
40 E. 49th Street, N.Y. 17, N.Y. 



NAME. 
FIRM.. 



| ADDRESS 
] 



QUANTITY 




Xational and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Pepsodent Div., Lever Bros. Co., New York: Campaign for Pep>n- 
dent starts 23 April in about 50 markets. -Moderate frequencies of 
prime minutes and 20 ? s and fringe minutes will lie seheduled for four 
weeks. Bujers: Diek Piekett and AI Kaliseh. Agency: Foote. Cone 
& Belding. New York. 

M. K. Coetz Brewing Co., St. Louis: Flights covering a 26-week 
period ha\ e been set for Goetz beers, in about 30 markets. Initial 
schedules start this month using night minutes, 20's and 1 .D.\ 
Bu\er: Isabclle McCauIey. Agenc) : John W. Shaw Ad\.. Chicago. 

Pet Milk Co., St. Louis: Placements for Pet Milk begin in April in 
approximately 60 markets. Dav minutes are being slotted for four 
weeks. Media supervisor: Pat Schinzing. Ageney: Gardner Adv. Co., 
St. Louis. 

B. F. Goodrich Co., Akron: Going into about 20 markets for it« 
summer tire campaign. Schedules of fringe night minutes kiek-ofl 
this month and run through 19 August. Buyer: Marv Shapiro. 
A gene> : BBDO, New York. 

Lanvin Parfums, Inc., New York: Mother's Day promotion for 
My Sin and Arpege begin 2V> April in 25 markets. Schedules are for 
two weeks with prime and fringe night LD/s being used. Biner: 
Barbara Swedeen. A"enev: North Adv.. New York. 

American Oil Co., New York: The tv end of Amoeo T s spring cam- 
paign starts 1 May for six weeks. About 70 markets will get sched- 
ules of night minutes. 20s and l.D.'s. Buyer: Harrv Warren. Agen 
e\ : lyArcy Adv.. Chicago. 

Hills Bros. Coffee, Inc., San Franeisco: In addition to its radii 
campaign on about 300 stations, tv schedules begin the end of Apr i 
in a large number of top markets. Buys are four weeks, prime am 
day 20's and I.D.'s. Buyer: Paul Kizenberger. Agency: N. W 
\\er & Son, Inc.. Philadelphia. 



RADIO BUYS 

• 

American Tobacco Co., New York: Three-flight schedule of earh 
and late traffic minutes for Pall Mall starts next month. Flights art 
22 May-4 June; 26 June-16 July; 14 August-3 September. Bu\er 
Fred Spru\ tenburg. Ageney: SSCB, New York. 
American Tobacco Co., New York: Luck) Strike campaign *tart. 
B May in 35-10 markets. Traffic minute schedules are being bough 
for 20 weeks, 30-40 spots per week per market. Buyer: 1 lope Marti 
nez. Ageney: BBDO, New York. 

Ceneral Motors Acceptance Corp., New York: This year's earn 
paign for GMAC financing begins 26 May for 16 weekends. Abou 
130 markets will be lined up for its traffie-time spots, one station pci 
market. Local GMAC man is important in decision. Buyer: Rem 
Me\er. Ageney: CampbelbFwald Co.. New York. 
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wmca 



570 be 




Nail down more homes, 
more listeners and more 
adult listeners in the New York 
Metropolitan Area with 
Joe O'Brien on early morning 
wmca... the biggest Voice of New York. 

*No. 1 Station NSI Jan-Feb 1961 Mon-Fri, 6-9 am Avg. 




wmca 

THE VOICE OF NEW YORK 



w6ny 



THE VOICE OF BUFFALO 



rpi 



THE VOICE OF NEWS 



the Straus broadcasting group 
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MEDIA 

I Continued from page IMl I 

rt>p«M I for thenisehes in agency 
thinking. "\\ e ought to lalk our- 
iel\t- li ] • more." he said, "and talk- 
up I he importance of media within 
llie as!ene\. \nd as far as outside 
liie agent \ . well, lei's fat e it. no one 
mil-idc of the aizenc\ business knows 
what media i*. 

"\\ c"re oh\ionsl\ not planmmus: 
the \ don't produce pla\s and ino\ ies 
about media people. Imagine Tony 
Randall in the hack room, without a 
ke\ to the executive John. We're* al^o 
not the horn-looting t\pe, ' he added. 
"\la\be we should he. ' 

\ \ ice president of a giant ad shop 
frankK stated thai his answer to "Is 
media underpaid?'' was deli\ ered 
"when 1 quit and joined I he televi- 
sion deparlmenl. There jusl i'miI ihe 
nione\ llial there should be. You 
can I gel the increases in salary and 
prestige hv sla\ ing in media and 
doing a good joh that \ ou can by 
mo\ ing out lo something else. 

"These media gu\s do a Irenien- 
dons job, and their status is a hang- 
oxer because they're still considered 
clerks by top management. They 
aren't clerk>: I hex "re probably the 
hardest working group within I he 
agenc). supporting most of the olher 
groups. And they're underpaid. 

"It's I rue. 1 ' he admitted, "some of 
ihe lines of authority are fuzzy. It's 
true. I hex often draw* on olher de- 
partments in their work. Rul 1 think 
I ha I if the\ promote themselves as 
catahsts. a> collators, and often as 
originator?* -instead of as clerks — 
the\ might move out of their rul,*' 

Another former media director did 
not agree. \ow an account man. he 
supported ihe theory ihat "media is 
tm more important than it used to be. 
It make?* \ery few basic decisions/ 1 

lie explained his stand, however. 
b\ noting thai afler a person is ihor- 
onghh trained in the media deparl- 
menl he often mo\es oul to eventually 
become an account supervisor, and 
from lhi> position makes media deci- 
sions The lower echelons of media 
then "just break il up and buv it." 

"Salaries are low." he stated, "be- 
cause slower people stay in the lower 
position- in media, while the leading 
Iight> are shifted to other depart- 
ment?. \Iso, the tremendous influx of 
women \\n< lowered the average pay, 
Women M'tlle for lc^. and manage- 



ment feels it can pax them less, as 
they figure a limebuying job is not a 
long haul. 1 ' 

A \eteran female limebnver was 
epiiek to disagree with this conten- 
tion. She said thai women limebuv- 
ers who remain in agent) work are 
liable to remain as timebmers. and 
therefore are more valuable and 
should raise ihe pa) scale. 

"Il may be true." she said, "that 
women buyer* accept less money at 
the start, bul il is not true thai ihe) 
are short-term employees. The ones 
thai don't quit I lie business are liable 
to be around a long time, accumulat- 
ing more knowledge as ibex go. he- 
cause ihe) don't ha\e as much oppor- 
tunity l«) move out of media. 

" The women in media should not 
he an excuse for keeping the pay 
(low n. but should be a reason for 
raising it. The\ are often the most 
experienced members of the depart- 
ment, because men ha\e left for more 
lucrative fields or olher branches of 
the agency. 11 

Several media directors reported 
thai the situation is improving, llial 
media is gelling "a fairer shake.' 1 

The media v. p. of a top-15 air- 
media agenev went so far as lo sav 
lhat. while all departments are hav- 
ing some difficulty ihese davs because 
of general budget tightening, media 
is having less difficulty relatively in 
securing raises and proper personnel. 

"Media has come into ils own in 
the past four or five years, although 
it's still harder lo gel management to 
agree to our needs than to those of 
the average creative, account and 
marketing departments." he said. 

"The individual timebuyer is still 
under-priced, however, possibly be- 
cause ihe media departments account 
for about 20 r f of all personnel in 
large and medium-sized agencies. 
Management ma) be more stringent 
with media, 11 he slaled, "because 
there are so many more lo pay. 11 

Another optimistic v.p.-media direc- 
tor noted that while account groups 
"will always be more favorably 
heated, and I'm not sure I hat's 
wrong." Media departments are gel- 
ling quite close lo equal standing. 

"It's still a lit I lo more difficult lo 
gel the good money, but we may be 
pulling up somewhere near even, 
because the growing importance of 
media is becoming increasingly evi- 
dent, and they'll have to recognize 
it soon. ^ 



NORELCO 

{Continued from page 41) 

cials. Fr) sa\s. "they have beei 
pleasant hard-sell messages. We jus 
wanl people to tr\ our product, an< 
we don't want lo endanger this goa 
by heating anybody over the head.' 

The Noreleo line, which is price( 
at S19.95-S29.95 for men, am 
Si 7.50-S2 1.95 for the ladies, differ: 
from other electric shavers in thai i 
shaves with relating blades, rathe 
than the conventional slraighl heat 
as on Schick and Reminglon. 

Today Nor el co is ihe number on* 
electric shaver in many markets, Fr 
staled. Il is also known throughou 
ihe world as the Phili-Shaver. T 
is also used for ihe Phili-Shaver ir 
Canada. 

"Phili-Shaver is helped trcmcn 
douslv by our advertising,' 1 said Fr\ 
"When we run print campaigns, o 
Iv spol. in regions near ihe Cana 
dian border, we always add ihe lint 
'Noreleo is known in Canada as ih 
Phili-Shaver'. 11 

In discussing Norelco's swile 
from network to spot, Fry explaine 
thai "tv is a prclty uncertain tiling 
In every olher medium, if an advei 
liser comes along wilh money, he i 
Ireated as a buyer like every on 
else. Hut in tv, network buys ar 
sometimes prohibitive to advertiser 
falling under the top 20 catcgorx 
and the rest have lo take the cruml 
which fall from tv's lahle. Tv i 
definitely a seller's markel. 11 

Is the switch lo spot tv due to sei 
sonal requirements? Not exacll 1 
"Although the eleclric shaver markt 
is a gift markel. we Irv to ha\ 
something running every month ( 
the }car.'' said Fry. "After all. win 
kers grow 365 days a year." 1 

As to future broadcast plans. Fi 
said, "we make 'em as we come t 
em." Each Noreleo campaign. 1 
said, "is buill around ihe conditio] 
exisling at lhat lime. Thai is why « 
do unorthodox things at limes. \X 
are far from advertising purists. 

"We in the advertising deparlmei 
Iry to do a very ihorough job as a 
sisianl peddlers. We're not interestc 
in building images, motivation, stall' 
and ihe like. Advertising is simp 
an arm of selling. I'm a peddler ar 
I'm proud of it. 1 ' 

Fry works closesl at North A met I 
can Philips w ith president P. van d< 
Merg. Philip C. Weinseimer. Jr.. vil 
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president in charge of consumer prod- 
uct sales, and assistant advertising 
nanager George Games. 

Harry Fry was born in Philadel- 
Dhia and educated at Penn State Uni- 
versity. His first job was as a feed 
talesman. Gravitating into advertis- 
ng, sales, promotion and publicity, 
le was with such firms as du Pont, 
\nd Curtis Publishing. Prior to join- 
ng North American Philips. Fry was 
lead of the sales and advertising de- 
partments of Spencer Corset Co. 

Fry lives on a farm in Wallingford, 
lonn., with his wife, Martha. His 
verage commuting time is two hours 
aoh way daily, as Wallingford is 27 
liles out of New Haven. 

Frv and his wife have three chil- 
ren and a brood of grandchildren. 
Irs. Fry is active in community af- 
'lirs and politics. In fact, she ran for 
ongress in the last election. 
What are his views on the ad 
ime? "It can be a lot of fun if you 
m't take it too seriously. The fel- 
ws who are concerned with images, 
otivation, status, are trying to im- 
<ine themselves more than what they 
^ally are — manipulators of a power- 
^ sales tool. After all, advertising 
just an arm of selling." ^ 

MAN A 

Continued from page 47) 

edition to Maury, Lee and Marshall 
\Ne\v York, Amana employs a Chi- 
t'go agency, MacFarland. Aveyard 
£Co. Although there seems to be 
i. clearly defined line on agency as- 
:rpiments as to media or products, 
(.ring the past five years Maury, Lee 
^d Marshall has handled most of 
/nana's television advertising, with 



MacFarland Aveyard leaning heavily 
toward print. 

From Amana's past tv experience 
it has found that consumer reaction 
at the retail level is evident about 30 
days after the first sponsorship ex- 
posure on a show, according to Berg- 
man. This same pattern appeared 
after a month on Championship 
Bridge. 

Distributor and dealer comments 
flow in almost immediately, accord- 
ing to Morris, who adds: "We have 
been encouraged by the unusually 
favorable response from dealers on 
the bridge campaign. Generally, deal- 
ers are inclined to be critical of 
shows and commercials, hut from 
their reports on Ch am pionsh ip 
Bridge, we have obviously dealt them 
a winning hand." 

So enthusiastic are dealers, it is 
reported, Amana is now distributing 
prints of commercials from the show 
for local usage. Some of the dealer 
enthusiasm. Bergman feels, has been 
generated by Amana's merchandising 
of the show via individual letters, 
over Charles Goren's signature, en- 
couraging dealers not only to watch 
the show, but to cash in on increased 
sales volume by tie-ins with the na- 
tional sponsorship through in-store 
displays and local advertising. 

Amana's importance in its field is 
acknowledged within the refrigeration 
industry b\ even its stillest competi- 
tion. Pioneering product innovations 
now accepted as standard for almost 
all manufacturers, Amana was among 
the earliest to: 

• Market the upright home freez- 
er. At first the company was severe- 
ly criticized by the industry for this 
radical move. Now, General Elec- 



tric, for example, no longer makes a 
chest-type freezer. 

• Manufacture a refrigerator- 
freezer with the freezer at the bottom 
of the unit. 

• Issue warranties not onlv for the 
product, but the food stored in it. 

• Initiate consumer education cam- 
paigns for efficient product use. 

Amana refrigerator - freezers are 
priced higher than the average com- 
petitive unit, which retails for about 
S189. The reason for this, accord- 
ing to Morris, is product superiority 
resulting from quality craftsmanship. 
Amana's quality reputation, both 
within the industry and out, is seen 
by some as a natural consequence of 
the Amana Society and its hack- 
ground of communal living. 

Amana (Iowa) is the name of 
seven villages along the Iowa River, 
inhabited by the Amana Society, de- 
scendants of freedom-loving crafts- 
men from Germany's Rhineland. who 
settled in America over 100 \ cars 
ago. 

Prior to the societj's re-organiza- 
tion in 1932, all meal preparation 
and dining was done in lame com- 
munity buildings where an entire 
neighborhood ate together. Thus, 
storing and preparation of food was 
of vital concern to the Amana colo- 
nies. When communal living was 
abandoned in the early 1930*5. the 
dining buildings were converted into 
public inns and restaurants. 

Founded in 1934. Amana Refrig- 
eration, Inc., the major industry of 
the colonies today, began when 
George Foerstner. then a vouns mem- 
her of the society, designed a bever- 
age cooler for use in restaurants. 
(Please turn to page 57) 



VIEWER 

CUEER 



Why settle for ratings alone 
when TvAR Audience Dimen- 
sions pinpoint viewing in a new 
way ... by age of adults, age of 
kids, mothers of young chil- 
dren, pet owners. And so on. 
Another unique service of... 
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NET TV ADVERTISERS 

{Continued from pape \rt) 

RANK COMPANY SPENDING 



266 
*339 
*269 
198 
*320 
98 
181 
*276 
3 

260 
164 

15 
293 
330 
*324 

96 

26 
140 
124 
*327 
228 
105 

79 

C3 
*232 

80 
102 

20 
170 
*312 
298 
162 
116 
270 
250 

54 

17 
188 

24 
155 
265 
219 
146 
290 

82 
*342 
126 
179 
*343 
262 
189 

72 
272 
323 
227 

71 
221 
192 
185 



Knox Gelatine Co $ 116,325 

Kurlash Co., Inc.. The 31,960 

Lanolin Plus 114,270 

Lanvin 260,563 

Lawry's Foods. Inc 45,000 

Leeming, Thos.. & Co 1.188,960 

Lehn & Fink Prods. Corp 358,316 

Lenox Inc 106,840 

Lever 28,613,140 

Lewis Howe Co 119,770 

Libbey Owens-Ford Glass 429,160 

Liggett & Myers 10,991,624 

Lincoln Nat'l. Life Ins. Co... 73,815 

Lionel Corp 37,790 

Little Crow Milling Co 42.000 

Longines-Wittnauer Watch.... 1,192,020 

Lorillard 7,755,281 

Ludens, Inc 601,020 

M & R Oietetic Labs, Inc 727,151 

Malt-0-Meal Co 39,705 

Manhattan Shirt 177,853 

Mars, Inc 1,120,670 

Massey-Ferguson 1,667,479 

Mattel 1,272,690 

McCall Corp 162,165 

Mennen Co 1,621,120 

Mentholatum Co 1,148,774 

Miles Labs 6,839,446 

Miller Brewing 408,940 

Miller Brothers Hat Co 48,018 

Minn. Mining & Mfg. Co 70,176 

Minute Maid 443,309 

Mogen David 938,889 

Mohasco Industries, Inc 114,075 

Monsanto Chemical Co 135,720 

Mut. Ben. Hlth & Acc. Ass'n. 3,036,436 

Nat'l. Biscuit 10,347,922 

Nat'l. Brewing 300,682 

Nat'l. Oairy 8,529,811 

Nat'l. Grape Co-Op. Ass'n 511,220 

Nat'l. Nixon-Lodge Clubs 116,550 

Nat'l. Presto Industries 201,364 

Nat'l. Repub. Cong. Com 568,150 

Nat'l. Repub. Sen. Com 77,205 

Nestle 1,611,156 

N.E. Mutual Life Ins. Co 30,223 

N. Amer. Philips 707,302 

N. Amer. Van Lines. Inc. .... 367,170 

N. Woods Coffee Co 30,000 

Northam Warren Corp 117,870 

Norwich Pharmacal Co 298,788 

Noxzema 1,906,269 

Ocean Spray Cranberries 113,540 

Ohio Oil Co 42,686 

Old London Foods. Inc 179,850 

Olin Mathieson 2,190,483 

Outboard Marine Corp 194,033 

Pabst Brewing 276,799 

Palm Beach Co 316,430 



RANK COMPANY SPENDING 

187 Pan Amer. Coffee Bureau....$ 314,734 

65 Pet Milk 2,529,401 

*282 Peter Pan Foundations 90,630 

117 Peter Paul, Inc 879,249 

191 Phila. & Reading Corp 280,348 

218 Philco 204,586 

13 Philip Morris 11,245,448 

*204 Phillips Petroleum 244,056 

166 Phillips-Van Heusen Corp. .. 425,524 

37 Pillsbury Co 4,927,310 

85 Pittsburgh Plate Glass 1,374,266 

*104 Plough, Inc 1,124,788 

63 Polaroid Corp 2,755,186 

152 Polk Miller Prods. Corp 544,454 

242 Pond, A. H., Co., Inc 146,170 

1 Procter & Gamble Co 46,406,679 

* 1 1 3 Proctor-Silex Corp 950,698 

46 Prudential Ins. Co. of Amer. 3,766,861 

70 Purex Corp 2,279,952 

55 Quaker Oats 3,022,574 

47 Radio Corp. of America 3,735,367 

307 Rainbow Crafts, Inc 54,000 

30 Ralston Purina 6,067,040 

252 Reader's Oigest 133,599 

168 Realemon-Puritan Co 421,303 

345 Reardon Co 26,940 

318 Reddi-Wip Inc 45,486 

315 Remco Industries, Inc 46,000 

74 Renault 1,898,117 

292 Renuzit Home Prods. Co 75,700 

195 Republican Nat'l. Comm 265,178 

*286 Restonic Corp 80,087 

183 Retail Clerks Intrntl. Ass'n. 325,935 

42 Revlon 4,219,880 

106 Rexall 1,114,560 

60 Reynolds Metals 2,818,160 

7 Reynolds, R. J. Tob 15,891,416 

67 Richardson Merrell, Inc 2,374,527 

304 Rock of Ages Corp 56,784 

176 Sandura Co 386,729 

216 Savings & Loan Found. Inc... 212,429 

*326 Schaper Mfg. Co. Inc 40,000 

64 Schlitz, Brewing 2,625,530 

44 Scott Paper 4,020,948 

235 Scovill Mfg. Co 160,494 

212 Scripto, Inc 226,120 

*277 Sealright Oswego Falls Cor. 100,504 

268 Sealy 114,716 

59 Sears, Roebuck & Co 2,827,765 

107 Seven-Up 1,090,850 

224 Shattuck, Frank G. ( Co 189,785 

193 Shell Oil 274,028 

244 Shulton 139,578 

222 Shwayder Bros., Inc 192,580 

68 Simoniz 2,331,275 

197 Sinclair Oil 262,690 

94 Singer 1,245,351 

*334 Smith-Corona 35,956 



*325 
340 
120 
62 
178 
58 
281 
161 
121 
*172 
*287 
114 
300 
8 

*230 
123 
301 
108 
75 
144 
60 
86 
207 
11 
*220 
217 
*127 
91 
151 
*254 
*158 
175 
53 
115 
208 
109 
231 
203 
215 
33 
336 
160 
*263 
210 
*309 
*239 
*283 
21 
259 
*321 
27 
234 
133 
*201 
237 
347 
245 



RANK COMPANY SPENDI 

264 Smith, Kline & French Labs. $ 1 1 6,[! 

So. & No. Cal. Renault Olrs. 41, ( 

Spalding, A. G. & Bros 31, i 

Speidel 8301 

Sperry Rand 2,783 

Staley, A. E. Mfg. Co 373 

Standard Brands 2,887 

Stand. Oil Co. of Calif 94 

Stand. Oil. Co. of Ind 448 

Stand. Oil Co. of N. J 786 

Stand. Triumph Motor Co 395 

Stanley-Warner Corp 77 

State Farm Mutual 948 

Steel Co's Coordinating Com. 65! 

Sterling Drug 15,358 

Stewart-Warner Corp 167 

Stokely-Van Camp 728 

Stroh Brewery 63 

Studebaker-Packard 1,0641 

Sunbeam 1,82fl 

Sunshine Biscuits 57:1 

Sweets Co. of Amer 2,48** 

Swift 1.36F 

Technical Tape Corp 23| 

Texaco 12,16< 

Top Value Enterprises 20 

Travelers Insurance 201 

20th Century Fox G9t 

Union Carbide 1,30* 

Union Oil Co. of Cal 54 

Union Wadding Co 13.] 

U. S. Borax 48 

U.S. Brewers Foundation .... 3 

U.S. Steel 3,29 

U. S. Time 94 

U. S. Tobacco 23 

Van Camp Sea Food Co 1,03 

Volunteers for Nixon & Lodge 16 

Wander Oo 24 

Ward Baking 21 

Warner Lambert 5,46 

Washington, State of 3 

Watchmakers of Switzerland 4 

Watkins Products, Inc 11 

Wembley, Inc 2 

West Bend Aluminum Co I 

West. Tablet & Stationery.... 

Westgate Calif. Corp 

Westinghouse 8,8 

Whitman, S. F. & Son, Inc... 1 

Williams Furniture Corp 

Williams, J. B., Co 7,6 

Williamson Oickie Mfg. Co. 1 

Wrigley 6 

Wurlitzer Co 2^ 

Wyler and Co 1J 

Yardley 

Zenith I 



*\.-t lo nchinrk telerlslon 
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I MAN A 

Continued from page 55) 

'he company started with two em- 
doyees. Now it has 1,300. 

Foerstner, today executive v. p. and 
eneral manager of the Company, is 
nationally recognized bridge expert 
imself, who, in his 20-year bridge 
areer, has won a number of national 
s well as Iowa State tournaments. 
He has, in fact, appeared as a con- 
■inder in Championship Bridge,) 

Amana does not release any spe- 
cific financial details on its sales, hut, 
ccording to Morris, business has 
icked up during the past two 
lonths. He said that although other 
ictors enter the picture, such as a 
ational economic pick-up and the 
iset of Amana's heaviest selling sea- 
>n, he feels that a good share of the 
althy sales curve can be traced to 
I s company's investment in network 
idge. 

Morris adds that, during a reces- 
sion year, consumers seem more 
gjiality minded — more inclined, odd- 
enough, to make long-term invest- 
ent purchases. This fact has helped 
Uj-ep Amana sales at a high level. ^ 

SPONSOR ASKS 

jJ|on/i'rtHec? from page 49) 

jjjpit of tune-in, the moment of dial 
■ itch, and the inevitable moment of 
ijtfie-out. Music is the biggest single 
itftor in determining what the lis- 
piers' fingers will do. 
^|At the moment of tune-in the lis- 
jjher is searching for a readily iden- 
Jable sound — a "sound security" 
IjlVou will — something familiar, com- 
^table, easy to hear. The station 
jjM plays the material for which its 
j^ience has already indicated ap- 
frval is forcing the odds in its fa- 
ir at the moment of tune-in. We 
|kjow the listener will then stay with 
^ station until something unfa- 
fliar comes along — introducing a 
tPcordant element into the listener's 
^jfect world. Then comes the mo- 



jint of dial switch to somebody 



laying what you should have been 
Mining or else total tune-out. It is 
pimple matter of fact. If a listener 
i^uned to his favorite station and 
jij^r ten or twenty minutes a not-so- 
4|>ular tune, with a melody or ar- 
|^gement that takes effort to enjoy 
)l follow comes on, the listener 
riches up and switches the dial. It 
salso true that if a listener has 
:t ( ched a saturation point and is 
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about to tune you out, hearing a fa- 
miliar tune may stay his hand. No 
wonder the station that sharply re- 
stricts its music selections and con- 
centrates on music programing with 
precision is successful. 

At W1\S our working music lists 
and exposure time-tables are revised 
weekly. Our own lists are measured 
against all major national lists. De- 
gree of rise and fall, comparative 
omissions and additions all are 
noted. We add the results of our 
listening post sessions — auditions of 
new releases attended by upwards of 



500 persons dail\, and of our nightly 
telephone poll tests of new releases, 
our own weekly audition sessions at- 
tended by air and program personnel 
and chaired by myself. Then we look 
at articles by newspaper critics. In 
this way we have given the proper 
weight to each factor that exerts any 
influence on our music thoughts. 
Like all systems that work with 
checks and balances, it takes more 
time this way but we feel we're tak- 
ing the public's pulse with a time- 
piece whose second hand isn't run- 



ning slow. 



TELEVISION 

BASICS 




ORDER 
YOUR 



REPRINTS 





Here's a "must" booklet for everyone in- 
volved in television. 

Get your own copy and one for everyone 
in your department. You'll be referring 
to its useful data all year round. 

Included are sections on the broad dimen- 
sions of tv; on audience viewing habits; 
on network trends; on advertising expendi- 
tures — network spot and local; on color 
tv and stations presently using color 
equipment. There's a brand new section 
too, this year, on the viewing habits of 
the summer television audience. 

FILL COUPON — WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 3C cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 



SPONSOR READERS SERVICE • television basics 
40 E. 49th Street, N.Y. 17, N.Y. 
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TV Radio Mirror 
award to Charlotte's 
WSOC-TV for 

"CLOWN 
CARNIVAL" 

- best tv kid's show 
in the South 



It's a happy time for advertisers. Each weekday 
when Joey, the WSOC-TV Clown, gathers his live audience 
around, many thousands of other Carolina young are with 
him-and his sponsors-on Charlotte's channel 9. 
This award-winner is typical of the local programming 
that changed audience patterns here in America's 
19th largest tv market. Buy WSOC-TV-a better buy. 




CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 
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that affects sponsors, agencies, stations 
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The long-delayed administration regulatory agency recommendations were ten- 
tatively scheduled to go to Congress last week. 

They were expected to deal lightly with the FCC and FTC, while striking hard at the Fed- 
eral Power Commission. Advance word indicated that much additional power would be asked 
for all agency chairmen. This power would extend both to speeding up processes and to 



reorganization. 



Major recommendation, aside from an FPC reshuffling, would set up an Administrative 
Conference. Present plans would have Judge E. Barrett Prettyman, who made a regulatory 
agency study for former president Eisenhower, head this activity. It would function along 
lines of the Judicial Conference, which has brought uniformity to Federal court procedures. 

The regulatory agencies, lawyers who practice before them, and the bar would all be rep- 
resented on the conference. Object would be to recommend changes in regulatory agency 
operations to make them more standardized, and to raise their standards of effi- 
ciency and ethics, 

A threatened collision between the White House and Congress over the regula- 
tory agencies still hangs in the balance, 

A Senate Judiciary subcommittee has issued a report which, on its face, doesn't appear 
to be too far removed from the Presidential message. 

However, the more important House and Senate Commerce Committees haven't been 
heard from. Republican members of the House Committee, on the other hand, have been most 
vocal in disapproving the call by President Kennedy for regular reports from regulatory 
agency chairmen. 

Democrats, including House Commerce Committee and House Commerce Regulatory agen- 
cy subcommittee chairman Oren Harris (D., Ark.), have professed not to be worried by the 
reports. Nevertheless,* they remain watchful. 

The impression is that the President will be permitted to go just so far before he is 
jumped on by both Congressional Republicans and Democrats. 

The ad and broadcasting industries have much at stake in this situation: At 
present it is a cold war along Pennsylvania Avenue, but if it becomes a hot war the 
regulatory agencies will be in the middle. 

The FCC and FTC have been moved far along the road toward tougher regulation by de- 
velopments of the past few years. An open war over control of these bodies would actually 
take the form of both sides scanning them for regulatory laxities, as well as for delays. 

New probes of the agencies and the industries they regulate would almost surely be in 
order. The old probes are what caused the present new regulatory directions. New ones 
would speed and intensify the process. The two industries are already faced w T ith enough of 
a crackdown and sorely need peace on the Potomac, 



Filing dates on the FCC's proposal for new programing forms have been delayed 
until 1 May after NAB asked for more time for its members. 

The only industry hope appears to be to convince as many broadcasters as possible that 
they should argue against the new forms. 

However, the delay seems only to have gained — delay. There appears now to be no con- 
ceivable argument or set of arguments, whether filed by one or thousands, that can turn the 
FCC aside from a 5-2 vote in favor of the proposals. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 
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A now syndication sales formula is developing which may he a positive aua\ 
to some of the medium's recent dilemmas. 

It's this: syndicalors are getting spot commitments from national advertisers for are 
50 markets and then are selling a show along with guaranteed participations business i 
iiiarkct-hy-markct pattern. 

The formula takes advantage of three recent tendencies: 1) the heightened advertiser 
terest in national spot-film programs, 2) the flurry of new production in children's program 
and 3) the big increase today in spot spending. 

Three advertisers bought segments of programs for multi-market coverage from ihcsc 
syndicators: 

• CNP has 20 stations already for Funny Manns, a 10 l-se;»meiif ei<thl-imnute comedy 
rics, all of them taking advance participations for two advertisers: Sweets Corp. and Id 
To v. 

• 

• TPI is selling Dick Tracy with built-in Post Cereals participations; it has 20 mar 
most of them taking the Post spots. 

All three advertisers — Sweets and Ideal Toy in Funny Manns and Post in Dick Trar 
start during the summer. 

Both shows have unusual merchandising angles, too: Post has rights to use the 
Tracy character, and Cliff Norton, live star of Funny Manns, is shooting star commer 
and will do personal appearances. 

(For latest sales on both shows, see FILM WRAP-UP, p. 70.) 

Look to the smaller syndicators for interesting examples of ingenuity and 
provisation. 

Robert Weisberg has left Tv Stations, Inc., to join Trans-Lux Tv as the head of an 
tirely new program distribution project. 

In brief, Weisberg will set up a new unit to organize the exchange of tv progr 
produced by stations, a sort of broadcaster's co-op. 

For the first time there will be one central clearing house through which stations 
contribute and obtain station-produced programs. 

Although "public interest" shows wall be an important part of the new unit's fund 
documentary, drama, etc., will also be stressed. 

Unlike previous ventures by other companies, the new Trans-Lux unit will not engag 
conventional syndication or in any co-production investment: only shows produced by 
lions and tested on the air will be exchanged. 

Three beer advertisers have signed up for Ziv-UA*a King of Diamonds in 
tal of 33 markets. 

They are: 

• Jax Beer (DCS&S) in 18 midwest and southwest markets, all not yet selected. 

• Fields Beer (Y&R) in five markets, namely New York. Philadelphia, Hartford, 
Haven, and Syracuse. 

• Jacob Schmidt (Maxon) in ten midwest cities still being selected. 

In other words Broderick Crawford is back, three breweries have him, and the 196 
action-adventure syndication selling season is officially declared open. 
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FILM-SCOPE continued 



Tv Marketeers is going into first-run distribution, has opened new offices, and 
is looking for salesmen in the South, Southwest, and Northeast. 

The new show: Adventures of the Sea Hawk, 26 half hours, starring John Howard. 

Wynn Nathan, president, has hired Charles Ross for New York and is looking for other 
salesmen; in charge of other offices are Ed Simniel in Hollywood and John Rohrs in Chicago. 
(For details, see FILM WRAP-UP, p. 70.) 

Re-run strips of shows like CBS Films' Whirlyhirds are earning many time pe- 
riod victories in 4:30 p.m. to 6 p.m. slots. 

ARB and Nielsen reports of November through January give these scores — and note the 
small point difference between the two ratings services in most cases. 

CITY & STATION ARB NIELSEN 

Baton Rouge, WBRZ-TV 12.0 22.6 

Charleston-Huntington, WCHS-TV 14.8 _ 

Houston, KHOU-TV 20.0 19.3 

Portland, Me., WCSH-TV 23.5 20.8 

Portland, Ore., KGW-TV 13.0 15.8 

St. Louis, KSD-TV 15.0 13.2 



ITC's Susie has grossed close to $4 million in domestic syndication and foreign 
sales since 1956. 

And that's not counting earnings for the original CBS TV run, the summer 1957 re-run 
on CBS TV, and the 1957-58 network re-run on NBC TV. 

The series has been sold in syndication to 183 domestic markets and also in 37 for- 
eign countries. 

MCA is now selling six different re-run series at once, all of them recently 
released. 

Oldest in syndication, M-Squad is now in 40 markets, 12 of them just reported. 

MCA's group of 108 full hour shows added 11 markets for a total of 31. (For sales de- 
tails, see FILM WRAP-UP, p. 70.) 

Full hour programing is still something of a syndication novelty. Stations are stripping 
them in early evening, using them late at night, and on weekend afternoons opposite baseball, 
states MCA v.p. Lou Friedland. 

The sixth re-run in MCA's portfolio is Staccato, which came out earlier this month. 



Videotape Productions of New York has taken over the former DuMont studios 
and will also build another studio elsewhere. 

The DuMont facility, now owned by Metropolitan Broadcasting, is one of the largest in 
the cast. The tape producer plans to rent sales headquarters and office space elsewhere until 
its own building has been constructed. 



It's been traditional among research firms to sell nothing but their own services. 

An exception, you might say, is Home Testing Institute, which puts out TvQ ratings, 
among other services. 

HTI's president, Henry Brenner, has paid Odyssey Productions an undisclosed sum to 
represent the producer in negotiation of re-run sales of High Adventure, a Lowell Thomas se- 
ries which earned a high TvQ score. 
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A round-up of trade 
trends and tips (or adm 



SPONSOR HEARS 



Apparently the cosmetic field is going through one of those restive periods. 

Reports have it that Helena Ruhenstein (OBM) is looking arouno 1 for another agen 
mooring and that Rcvlon is doing some shopping on its own. 

Another cosmetic also said to be on the prowl (and with BBDO's blessings) : Coty. 



San Francisco media sellers are comparing the new rules and regulations in 
feet at the Compton office there to the procedures in a grocery chain's huying he 
quarters. 

Reps must now do business with Compton under these restraints: 

1) They can only be seen three afternoons a week, between 2:30 and 5 p.m. 

2) Interview time is limited to 10 minutes. 

3) Telephone calls must he confined to between 10:30 a.m. and 2:30 p.m. If a 
outside these hours deems what he has to say is urgent he can leave his name and num 
with the operator, who will relay this information to the media department. 



Helcnc Curtis is testing a new product: an effervescent headache remedy a 
Alka Seltzer. 

The item hasn't eomc out of the test marketing stage; hence, no assignment of 
agency as yet. 

Don't he surprised if the National Foot hall League splits up its season's gaii 
between two tv networks next season. 

The league's president Pete Rozelle is said to be somewhat disturbed by the possibi 
of Washington bringing up a monopoly angle. 

It's likely he let up a sigh of relief when NBC TV outbid CBS TV for the rights to 
]961 championship games. Price on this package: $850,000, with $550,000 for 
rights alone. 

Always a piquant point of interest in any trade is a catalogue of the sons 
have tread in the footsteps of the fathers. 

A random list of those in the agency business: 



FATHER 


AGENCY 


SON 


AGENCY 


James T. Aubrey 


Aubrey, FM&H . 


Stever 


DCS&S 


Robert T. Colwell 


JWT 


Howard 


Kudner 


Robert T. Colwell 


JWT 


Richard 


B&B 


Karl Cmmnings fdec.) 


Cnmmiugs, B&McP 


Rarton A. 


Compton 


Clifford Dillon 


SSCB 


Bryan 


B&B 


Marion Harper 


retired 


Marion, Jr. 


McCami-Erickson 


A. W. Hobler 


R&B 


Edward W. 


NL&B 


C. J. LaRoche 


LaRoche 


Chester R. 


LaRoche 


Henry Legler 


Warwick & Legler 


Ross 


Bates 


Maurice 11. Need ham 


NL&B 


Richard H. 


NL&B 


Henry 0. Pattison 


1MB 


William 


OBM 


William F. Wright 


JWT 


William J. 


B&B 


Note: Another Aubrey 


son is CBS TV president 


; a second H 


ohler chip is with Vi< 



tape Productions. 
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REACH 
MORE 

FARMERS 
IN THE 
TEXAS 

HOT SPOT 



In the Beaumont- 
Port Arthur-Orange 
market more than 
300,000 people live in 
rural agricultural 
communities. Average 
effective buying 
income for the market 
is over $6,500 
per family* 
You reach them and 
a total of 750,000 
prosperous Texans 
and Louisianans 
in this agricultural, 
petroleum, petro- 
chemical, manufacturing, 
lumbering and 
shipping rich Hot 
Spot only through 
KFDM-TV. 
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TWENTY-FIVE years with WMCT Broadcasting Co., Memphis, for Earl Morel and, station 
manager, is cause for celebration. Congratulating him are (l-r): Dick Quigley, Blair TV, St. 
Louis; Moreland; Steve Beard, Blair TV, Dallas; and Henry W. Slaviclc, gen. mgr., WMCT 




Advertisers 

Brown & Williamson (HalthJ 
Mill have a minimum of 1 
wcrkly minutes in nighttime iu 
work programs come the fall. 

The placements through the weel 



NIGHT 

Sun. 

Moii. 

Tues. 

Wed. 

Thurs. 

Sal. 

Sal. 



PROGRAM 

Bus Slop 
Surfside 6 
New Breed 
Naked Cily 
Boh Cuininiiigs 
Defenders 
Make Spare 



To he bought 
Total 



11 
I] 

V 
2 
V 
1 

i ! 
i 



Campaigns : 

• Bareolene, Boston, has a heal 
spot tv campaign going in all the in 
jor markets for its Liquid Barcolen 
Jet Starch, and Barcolene Bleat 
Tabs. 

Thisa 'n' data: Wyler & Con 
pany (deli) d rated food product.* 
has associated itself with Borden J 
a division ... J. H. Filbert, Ball 





'INFORMAL HEARING' to honor new 
FCC Chairman Newton N. Minow (I), sees 
him shaking hands with Ben Strouse, pres. 
of Broadcasters Club of Washington 

CIVIL DEFENSE award is made to Jack 
Stapp (r), pres. of WKDA radio, Nashville, 
and Wilbur Creighton, Jr. (I), pres. Nash- 
ville Construction Co. by Newton Moore, 
director of Civil and Defense Mobiliiation 




A n*j<* 1 



TIMEBUYER OF THE YEAR luncheon plans were outlined to representatives from mei 
firms by chairman Frank Pellegrin of the Station Representatives' Award Committee. Attendi 
the special committee luncheon were (standing, l-r): Tom White, Avery-Knodel; Max Friedf 
H-R; Ralph Connor, McGavren; Ray Simms, H-R; Al Perenty, Adam Young; and (seated, I- 
Wells Barnett, John Blair; Pellegrin, H-R; Larry Webb, H-R; and Kenneth Klein, Katx Ager 
This will be the only all industry award to an individual for placing radio and television ti 





9* 
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iore ? has set up a special products 
jivision to spearhead a stepped-up 
romotion and advertising program 
pr Mrs. Filbert's mayonnaise and 
ther company products except its 
'largarine. 

EOPLE ON THE MOVE: James 
, Judge, promoted to assistant man- 
ner, press services, General Foods 
. . Robert O. Howard, from ad- 
vising and sales promotion man- 
:er. B. F. Goodrich associated tire 
id accessories division, to manager 
Ivertising, International B. F. Good- 
cli Co. division . . . J. F, Mattlies, 

^roup advertising director for flour 
id mixes. General Mills grocery 
-oducts division, and C. W. Plattes, 

advertising manager cereals and 
It foods, O-Celo and refrigerated 
oducts. that company . . . Curtis 
ent, from sales promotion man- 
jer, Schick Safety Razor Company 
. . Jack Scollay, from marketing 
vision manager, American Sugar 
efining Company, to field sales man- 
:er. Lehn & Fink division, Lehn & 
iik Products Corp. 



Agencies 



McCann-Erickson last week lost 
a $6-million chunk of its hillings 
^— the defector was Bulova — and 
picked up $1 million via the Cali- 
fornia Coca-Cola Bottlers. 

New home for the watch account: 
SSC&B, which handles the Bulova ra- 
dio line. 

Bulova, like other jewel watch mak- 
ers, has been taking a clobbering 
from the pin-lever watches a laTiniex. 

Fuller & Smith & Ross last week 
initiated what its v. p. and man- 
ager of tv/radio Ed Mali on ey, 
called "a new service hy an agen- 
cy for a client." 

The service: point-to-point closed 
circuit tv, was inaugurated when 
Hercules Powder Co. took the New 
York press to the opening ceremonies 
of its new plant in Lake Charles. La., 
via a live tv conference. 

The seTvice function, according to 
Mahoney: "With clients like Hercules 
whose plants might be dangerous to 



wander through, and with clients who 
might do special work in classified 
areas such as missile bases, the press 
can be brought to the scene via tv." 

Other predicted uses: 

1. An agency with this type of 
set-up could preview pilots of net- 
work shows direct from the studios 
to their own offices. 

2. Advance showings of auto mod- 
els could be made to small groups. 

3. The set-up can be constantly 
used as a tv laboratory to test com- 
mercial ideas and to show the final 
product to clients. 

Agency appointments: P.S.I.. Inc. 

(Profit, Security, Income), newly- 
formed major food chains. Southern 
California, to Leiinen & Newell 
($1.2 million) . . . Elisabeth Stewart 
Swimwear, from David Olen; Cali- 
fornia Wine Association (Eleven Cel- 
lars Wines. Aristocrat Brandy, Am- 
bassador Wines and Vermouth) , from 
Johnson and Lewis ; Nulaid Eggs, 
from Botsford. Constantine & Gard- 
ner; and Nurserymen's Exchange 




|ADED SOUTH is Mr. Richard Grahl, (I), 
jior timebuyer at William Esty, just pre- 
yed top prize in a recent contest sponsored 
! WQAM, Miami. Lola DiBell a presents 
ation prize as John Blair, rep., looks on 



BRILLIANT formal opening of WFAA (AM-FM-TV) Dallas, was attended by executives and 
celebrities in the broadcasting and advertising business. Host and master of ceremonies, Mike 
Shapiro, gen. mgr., points out studio tv camera to: (l-r) E. M. (Ted) Dealey, chairman of 
board of A. H. Belo; Oliver Treyz, president, ABC TV; Julius Barnathan, v. p. for affiliated 
stations ABC TV; and James Moroney, Sr., vice-chairman of the board of A. H. Belo 
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\ seeds importers • exporters, bit 1 bs . 
plants and garden supplies): all to 
I^en iien <£; Newell. San Franeiseo 
. . . Fy re-Flite I home fire escapes) 
Alumatic Corp.. Botston. to Jerome 
O'Learv. Koston . . . Technicolor 
Inc., to Kenvon & Eckhardt. L.A. 
for its Technicolor home movie pro 
jector. Technicolor film procesMng 
new Teehnichrome film and new prod- 
uct . . . John F. Cain Co. ( potato 
chips. may onnaise. Oxford Pickle 
Co. L Cambridge. Mass.. to Charles 
V. 1 1 11 tch in sou . . . Cadillac Dog 
Food, to Elk man Advertising. 
Philadelphia . . . Aqua Filter Corp.. 
Newton, Mass., (disposable cigarette 
filter tips I, to Smith/Greenland . . . 
Wolf Brand Products. Corsieana, 
Texas, subsidiary of the Quaker Oats 
Company, to Clay Stevenson Assoc. 
as marketing counsel. 

More agency appointments: At- 
lantic Bowling Corp.. to Albert 
Frank-Giienther Law . . . Mont- 
gomery Ward, to Campbell-Mithnn 
. . . Life Assurance Co. of Pennsvl- 
vania, Philadelphia, to Wermen & 
Schorr . . . Bulova Watch, from 
MeCann-Eriekson. to Sullivan, 
StmiiTer, Col well & Bavles fS4 
million ) . . . Philip Morris Overseas, 
to Robert Otto & Co. S.A., Mexico 
City, for all its brands in Mexico in* 
eluding Philip Morris. Parliament 
and Marlboro . . . The Greater Cleve- 
land Rambler Dealers Association, to 
Gever, Morev, Madden & Bal- 
lard. 



New ageiicv: Carev Advertising. 

CT^ mm 

Inc., Ithaca. N. Y. t headed by James 
W. Carev. 

New quarters: The Julian Bright- 

mau Co. at 480 Commonwealtb Ave.. 
Boston. 

Kudos: Foote, Cone Belding 
creative director and executive com- 
mittee director Fairfax M. Cone, 
named member of the Chicago Board 
of Education. 

PEOPLE ON THE MOVE: Ed- 
ward J. Sehnltz, from v. p. for sales. 
Abitibi Corp,. Detroit, to executive 
v.p. and general manager, Wentzel 
and Fluge. Chicago . . . Harohl B. 
Simpson and blank J. Ma lion to 
associate media directors. William 



Est\ . . . Joel Stein, from Gre\. to 
Smith (Greenland as account execu- 
tive .. . Donald T. Matthews, from 
account staff. Grant, to account execu- 
tive. l)o\le Dane Bernbaeh. Chicago 
. . . Raymond Castner, to account 
executive. Kudner . . . I)a\ id N. Nel- 
son, from associate research director 
to account executn e. Choeks ( chil- 
dren s \ ilaniin tablet I account. Wade 
. . . John L. Dossett. from Dow 
Chemical, to marketing and research 
manager. Wade . . . David It. Me- 
Call. to copy chief. Ogilvy, Benson 
& Mather; he succeeds David Ogilv\ 
in this position . . . Bert Laiidnn. 
from director public relations. Inter- 
national Latex Corp.. to public rela- 
tions director, Ben Sackheim . . . 
II. Victor Uolliiigshead. from me- 
dia director. Grant. Detroit, to media 
director Detroit office. Geyer. Morey. 
Madden & Ballard. 

They Mere elected senior v.p.'s: 
Victor G. Bloede, Ken McAllister, 
and Lee Rich, all at Benton & Bowles. 

They were elected v.p/s: K. Page 
Jones, at Phillips- Ramsey. San Diego 
. . . Jerry N. Jordan and Norman 
II. McMillan, at Aver. 

Stations on the Move 

TOTAL STATIONS ON THE AIR 

(as of 1 March. 19G1 } 

AM : 3,556 
FM: 839 
TV: 541 

BOUGIIT/SOLD/APPROVEI): 
Bought: KXO, El Centro. Calif., 
by Marco Hanan. present general 
manager that station; Robert Or- 
donez. Chap Rollins. Gordon Belson 
(station staffers): and William 
Ewing, El Centro attorney, from 
Leonard Feldman. Chicago; brokered 
by Edwin Tornberg & Company, New 
York Citv: price: $242,296 . . . 
WNCT (TV), Creenville, \. and 
30% of WECT (TV), Wilmington. 
\. C by new company headed b\ 
J. B. Fu<jua. president and owner of 
WJBF (TV I . Augusta. Ga.. from 
Carolina Broadcasting S\stem; price: 
$2,445,000: the buying company will 
be owned 80% by Fuqua and'20'.J 
by A. llarlwell Campbell. \V\CT gen- 
eral manager: the WECT remaining 
70S" ownership is not affected by the 
hale. 



Tv Stations 

Westinghonse E lee triers tv ai 
radio division report* its sales 
tv receivers and radios are elini 
ing. 

Distributor sales to tv dealers <h 
ing the January • February period tl 
year showed an increase of ov 
the same period of I960. 

The radio market experienced 
similar sales trend with a 14'? gf 
during these months. 

+ I 

The Television Arts & Seienc 
group is mulling over plans f 
its first global convention 
broadcasters scheduled for eai 
November. 

The meeting place: New York Ci 
On the agenda : a full week 
forums, seminars, panel discussioi 
exhibitions, screenings, and derm 
strations. 

Pulse, which looked into the 
set placement habit* of New* Yof 
City viewers, disclosed that 42 
of the tv sets owned hv ninlti* 
families are located in the livii 
room, compared to 92% 
single sets. 

Where the other sets go: 21 
go to the children's bedroom: 20 r * 
the master bedroom; and the 
maining 17' ' to sundry other lo< 
tions. 

Sports sponsors: The Omaha / 
sociation of Independent lnsurar 
Agents, to sponsor, for a seven -we; 
run. Tee to Green, a 15-minute p 
program o\*er KMTV, Omaha. T 
program was produced by the static) 

Kudos: Westinghonse Broaden 
ing. the recipient of four ma) 
awards from these groups: Thon^ 
Alva Edison Foundation: the Alfr 
1. DuPont Foundation; the Freed* 
Foundation ; and the National G 
ference of Christians and Jews . 
WJXT, Jacksonville. Fla.. award 
the Commandant's Citation of t 
Marine Corps League . . . Expeditio 
local awards presented to : KAB 
TV, Los Angeles, and KBTV. D< 
ver. for Expedition: Colorado; h( 
orable mention to WABC-TV. V 
York City, for Expedition: Xew Yoi 
WBKB, Chicago, for Expeditio 

{Please turn to page 68 1 
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: ARMER FEEDS CHICKS 



• . . in tk S&mcf o^xMillk and ^bney 



Our farmers today are modern, well-heeled businessmen — with far 
better than average incomes and living conditions. Our menu includes 

J 

1. Channel 2 for these extra Counties. |f 

2. CBS for the best in Public Service. 

3. 400 v 000 TV homes for greener pastures. 



3n fa oi Jilit 
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wrap-up 

(Continued from page 66) 

Science: K(h\()-TV. Seattle, for Ex- 
pedition: iXorthwest : WSIX-TV, 
Xa4n ille, for Expedition : Tennessee: 
and KOCO-TV. Oklahoma Cilv, for 
Expedition : Oklahoma. 

Thi.*u "iT da la : WTCN, Miime- 
apolis-Sl. Paul. Inning gone inde- 
pendent. \> spending over $210,000 
for studio technical equipment and 
production facilities . . . A substantial 
interest in Teleglobe Pav-TV Svss- 
trni, Inc., lias been acquired by Me- 
I adden Publications. Inc. 

PEOPLE OX THE MOVE: Rob- 
ert A. Davis, administrative assist- 
ant to KPLR-T\ . Si. Louis, president 
and general manager Harold Koplar, 
appointed acting station manager . . . 
James Q. Frost, from program di- 
rector. KTVO-TV. Ottumwa. Iowa, to 
advertising and sales promotion de- 
partment, VBZ-TV, Boston ... II. 
Need Ii a in Smith* from sales man- 
ager, WTHF-TV. Wheeling. W. Va.. 
to local sales manager, WKRC-TV. 
Cincinnati . . . Theodore II. Wal- 



atWGY 



being listened to 
rather than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WGY 
because they like 
WGY PERSONALITY 
PROGRAMMING. 
That's why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 93220 

REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 



WGY 



810 KC, 
50 KW 



A GENERAL ELECTRIC STATION 
ALBANY • SCHENECTADY • TROY 



worth. Jr.. elected v.p. and general 
manager. WMJC and WNBC-TV, 
New ^ ork Cit\ . . . Howard A. 
Wheeler, Jr., from promotion copy 
editor, to publieih director. WBTV, 
Charlotte. N. C. . . . Hill Hare, to 
a>sociale farm director, KWTV. Okla- 
lioma Cil\ . . . Burke V. Onusby, 
from program director to promotion 
and program director, KOGO-TY, 
San Diego . . . Mike Hovd, from 
news slaff. KOMO-TV. Seattle, to an- 
nouncing staff. WMTW-TV. Poland 
Spring. Me. . . . Richard D. God- 
dard. from the U. S. Weather Bureau 
Akron. Ohio, office, to KYW-TV, 
Cleveland, as staff meteorologist. 

New v.p/s at Crosley HroarieaM- 
ing: John B. HaLeoek, WLW-h 
Indianapolis; Walter Hart let t, 
\\ T LW r -C. Columbus; and George J. 
Grav, WLW-D. l)a\ton. 

Radio Stations 

Six South Dakota radio stations., 
in an effort to broaden out its 
sales penetration, have organ- 
ized themselves into a South Da- 
kota Salasmakrr Stations group. 

\ he group is made up of these sta- 
lions: KISD, Sioux Falls; K WAT, 
Watertown; KABK, Aberdeen ; 
KIJV, Huron: KBKK, Brookings; 
and KYIST. Yankton. 

The South Dakota broadcasters al- 
so appointed a rep firm: Dean and 
Slaughter, Inc. of .Minneapolis. 



Ideas at work : 

• WJBK, Detroit, has come up 
with a method for helping out the 
spring-time house hunting crowd. 
The station put on the air a Home 
Hunter Hints program which gives 
out lips on gelling maximum value 
for money spent on a new home. The 
feature is aired around the clock at 
regular intervals all throughout the 
weekend. The station's program hints 
source comes from leading architects, 
builders and developers in the Greater 
Detroit area. 

• WQXJ, Atlanta. Ga., has its lis- 
teners involved in a guessing game 
contest with the recorded heart beats 
of a nationally known indhidual as 
the major clue. Additional verbal 
clues arc given each day to lessen the 
mystery. The contest prize: an all- 



expense paid three-day trip for two t 
the Kentucky Derbv with box seat 
hotel accommodations, air transport; 
lion — and enough tickets to insula 
at least one \n inner. 

• WINS, New York Cit\. ran 
contest around the staging of a til? 
jockey molorboal race around Mai 
liattan island. Listeners were ask( 
to write in their prediction* — not on" 
to name the winner — but the time it 
volved. The contest and race was 
forerunner promotion of the launc] 
ing of a series of boating news r 
ports including ofT-shore weather, i 
let reports, Coast Guard bulletins ar 
safety reports. 

• KALL. Salt Lake City, wit 

J m 

Mothers Day just around the corne 
decided to pay tribute (with tongi 
in cheek) to mothers-in-law and n 
a special Mothers-In-Law Day. F« 
the occasion, the station urged 4] 
sons-in-law to enter, for a drawin 
the name of their respective mothf 
in-law. To the lucky winner we 
this' arra\ of prizes: a one-way tick 
to the Salt Flats (30 miles auav fro 
any form of civilization), a genuii 
voo-doo doll — with pins (to whi 
away her lime), and a box of statio 
cry (to channel her literan dri\e 
poison pen letters). 



Thisa V data: WFAA, Dallas h 
adopted a single rate policy . . 
KFHH, Great Falls. Montana, h 
distributed to the trade press, copi 
of its recent We Want To Put 
tana On The Map editorial . . 
WRCV, Philadelphia, broadcast 
its entirely a two-hour big band 
\iew live from the Wayne Theater 
that city. 

More Power: WBRF. Wilkes-Bar 
Fa., to 1000 walls. | 

Happy birthday: WBOY, Clarl 
burg, W. Va.. celebrated its 2\ 
broadcast }ear, 12 April. 



PEOPLE ON THE MOVE: Ki< 
ard C. Shepard, from general m( 
ager, WHAM, Rochester, N. 
station manager, WGR, Buffalo. N. 
. . . Robert Jenkins, from sales si 
to general manager 
City. Iowa . . . Hoiuild R. Wr«. 
irom publicist, KGO-TV and K< 
Radio, San Francisco, to mana r 
advertising and promotion, KGO 1- 
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ip . . . Adrian R. Cooper, from 
jlcount executive to local sales man- 
ner, WHLO, Akron-Canton, Ohio 
I . George R. Fanhlcr, to com- 
prcial manager, KCUL, Fort Worth 
. . Marty Hull and Roger Nelson, 
t sales staff, W-CAR, Detroit . . . 
I>b Cox, from account executive. 
^DGY. Minneapolis -St. Paul, to 
jes staff. KDWB, that cit> . . . Don 
I k dgjes, to sales manager, KISN, 
Irtlatid . . . Burton M. Wanetick, 
t v.p. and commercial manager, 
^EB. Holyoke, Mass. ... Ed Sain- 
r, from sales staff, W01A, Ann Ar- 

1 r, Mich., to sales representative. 
UBK, Detroit. 

Networks 

l\C outbid CBS for the exclu- 
9 e radio and tv rights to the 
P tional Football League Chain- 
[ )nship games (2) on a two- 
v ir contract. 

' N'BC is paying $550,000 for the 
r hts and has packaged the two 

2 ues at $850,000, covering rights, 
ptduction and time. 

I + 

IS boasts its new programs are 
ding better, rating wise, than 
iirt' programs on any other net- 
v rk. 

fere's how Nielsen rates them, ac- 
ting to CBS TV: 

\ programs: 

< 'WORKS AVERAGE RATING 

CBS 20.1 
ABC 18.4 
\BC 18.0 



F programs: 

I WORKS 

CBS 
ABC 
NBC 



AVERAGE RATING 
19.1 
16.6 
15.6 



V tv sales: Borax's 20 Mule 
Inn Products (McCann-Erickson) 
i bought participations in these 
\C TV's day timers: The Jan Mur- 
r () Show; Loretta Young Theatre; 
v \m These Roots; Make Room for 
P W)', and Young Dr. M alone. 

lyewals: Campbell Soup has re- 

ijed sponsorship of CBS TV's Las- 
for the 1961-62 season. 



N radio sales: Coca-Cola (Mc- 
-jn-Erickson) has purchased full 



sponsorship of the 33rd annual Acad- 
emy of Motion Picture Arts and Sci- 
ences "Oscar" presentation on ABC 
Radio. 

New affiliate: WTVY, Dothan, 
Ala., with CBS TV. 

Net financial report: Ali-PT, has 

declared its second quarterly divi- 
dend of 25 cents per share on the cor- 
poration's outstanding common stock 
and 25 cents per share on the out- 
standing preferred stock, payable 15 
June. 

PEOPLE ON THE MOVE: Jo- 
seph W. Fitzpatrick, promoted to 
assistant to the comptroller, AB-PT 
. . . John J. Bremiaii, from director 
of accounts, Bloomingdale's, to AB- 
PT as director of the internal audit 
and systems department. 

Representatives 

Awards for the best tv and radio 
commercials in the Southeastern 
region were presented by the Ra- 
dio & Television Representatives 
Association of Atlanta at its third 
annual awards banquet, last week. 

Top tv commercials award went to 
Henderson Advertising, Greenville, 
South Carolina, for the Sea Pak 
Frozen Foods commercial. Certifi- 
cates of Excellence went to Liller, 
Neal, Battle & Lindsey for H. W. Lay 
Company; C, Knox Massey & Associ- 
ates for B C Remedy Company; Hen- 
derson Advertising for Texize Chemi- 
cals; and McCann-Marschalk for At- 
las Finance. 

In radio, top award went to Liller. 
Neal, Battle & Lindsey for Life of 
George commercials. Certificates of 
Excellence: Burke Dowling Adams, 
for Delta Air Lines; Bearden-Thomp- 
son-Frankel & Eastman-Scott for Or- 
kin Exterminating; Lowe and Stevens 
for Ashcraft-Wilkinson; and Harry 
Gianaris & Associates for Maola Milk 
and Ice Cream. 

Rep appointments: WDXB, Chat- 
tanoooga, Term., an d WLAN, Lan- 
caster. Pcnn.. to Weed . . . WNHC, 
New Haven. Conn., and WQXR, New 
York City, to Foster and Creed, 
Boston . . . KQBY, San Francisco, 
and KBUZ, Phoenix to Adam 
Young . . . KMEO, Omaha, Neb., 



Review, please, 
the latest survey 
of your choice: 



Nielsen Louisville Metro 
Area, Nov.-Dec., 1960) 

HOOper (Oct.-Dec, I960) 

PulSe (Louisville Metro 
Area, Nov., 1960) 

Trendex (Uuisviiie, Aug. 

24-28, 1959) 

Verifak (Uuisviiie, Oct., 

I960) 

Conlan (Louisville, Nov., 
1960) 

Unbelievable 
undu plicated audience 
in the 

Louisville Metro Area 
belongs to WKLO* 
Need we say more? 

♦Nielsen, November-December, 1960 



see 




vobert e. 

eastman & co., inc 

Other Air Trails Stations: 

WING, Dayton, 0. 
WCOL, Columbus, 0. 
WIZE, Springfield, 0, 
WEZE, Boston, Mass. 
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and KUSI. Minneapolis-St. Paul, to 
broadcast Time Sales. 

PEOI'LE ON THE MOVE; Hob- 
ert L. Williams, from radio account 
executive. Xew York office, to man- 
ager. San Francisro office. Daren F. 
\lcGa\ ren. 

Paramount Pictures lias finally 
made its major plunge into t\ 
with tlie acquisition of a half in- 
terest in Talent Associates. 

Negotiations were completed by 
Barne\ Balaban. Paramount Pictures 
president, and Alfred Le\ \ and David 
Susskind. president and executive 
v.p.. respectively, of Talent Associ- 
ates. 

In existence since 1949, Talent As- 
sociates grossed about $5.5 million 
in 1960. 

Sales: Stations signing for CXP's 
Fu any Manns A\i 1 1i Sw eets Corp. and 
Ideal To\ participations are: W1SN- 
TV. Milwaukee: WFAVS-TV. Cleve- 
land; WABC-TV. Xew York: KSL- 



atWGY 



being listened to 
rather than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WOY 
because they like 
WOY PERSONALITY 
PROGRAMMING. 
That's why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 932-20 

REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 



WGY 



810 KC, 
50 KW 



A GENERAL ELECTRIC STATION 
ALBANY • SCHENECTADY • TROY 



TV. Salt Lake Cit\ ; \VSAl T -TV. Wau- 
sau; \\ GAL-TV. Lancaster : WRNS- 
TV. Columbus: WSH-TV. Atlanta; 
WALH-TV, Alliain. Ga.: WJIIC-TV, 
Panama Cit\ ; \VKAL T -TV. Kau Claire; 
KSI)-T\ . St. Louis: WCCO-TV. 
Minneapolis: WCAX-TW Portland; 
KIXC-TV. Seattle: WSOC-TV. Char- 
lotte: WIIC. Pittsburgh; WGX-TV, 
Chicago, and KBTV. Denver . . . 
TPTs stations for Dick Tracy I most- 
I) with Post cereals participations) 
are: WPLV Xew York; KTTV. Lo* 
Alleles: WGX-TV. Chicago; WCAU- 
TV. Philadelphia; WXYZ-TV. De- 
troit: WHDII-TV, Boston; KCO-TV. 
San Francisco ; WTA E. Pittsburgh : 
KMOXTV, St. Louis; WTCX-TV. 
Minneapolis; WOW-TV. Omaha; 
KITV. Salt Lake Citv; WWL-TV. 
Xew Orleans, and WTVX-TV. Colum- 
bus. Ohio. 

More sales; MCA ! s full hour re- 
runs to W1SC-TV. Madison: WLUK- 
TV. Green Bay: KTNT-TV, Tacoma; 
WCRP-TV, Chattanooga: WKVA- 
TV, Richmond; KGBT-TV, Harlin- 
gen: WKRG-TV, Mobile; WMAZ-TV. 
Macon: WTTV. Bloomington : KOVR- 
TV, Stockton, and WH10-TV, Dayton 
. . . MCA's N -Squad to KGW-TV. 

Portland; K XO W-TV. Monroe ; 
VOAl-TV, San Antonio; WBNS-TV, 
Columbus: K I X G • TV . Seattle ; 
WTVR. Richmond; WTCX-TV. Min- 
neapolis; KVOS-TV. Bellingham : 
WSM-TV.Xashville; KOTA-TV. Rap- 
id City; WFBC-TV, Greenville, and 
WMTW-TV, Portland . . . Seven Arts 
Warner Films of the 50's to WCYB- 
TV, Bristol; K REM -TV. Spokane; 
WCTV, Tallahassee: WISC-TV, Madi- 
son ; WTVY. Dothan ; KGW-TV. 
Portland; \VTVO ; Rockford: WSLS- 
TV. Roanoke: also lo special films to 
WNBQ, Chicago, and WSLS-TV. 
Roanoke. 

International: ITC of Canada re- 
ports first quarter sales up 62 per 
cent over I960. 

Programs & producers: ITC has 
worldwide distribution rights to A TV 
coverage of Adolf Eichinann trials 
. . . Bill Ward to produce and Marilyn 
Keith and Alan Bergman to write 
I PC's Jo Stafford specials. 

Trade notes : TV Marketeers* 
Xew York office is now at II E. 42nd 
Street: new offices in Ilollwvood are 



at 650 Xorth Bronson and in Chica 
at 612 Xorth Michigan A\enu*\ 

PEOPLE ON THE MOVE: \\ 
Hum Wallace elected president 
IVT . . . Murray Oken appoin' 
eastern division manager of Tra 
Lux Tv . . . Alan Baker named pt 
lie relations director for Fir>t hit 
national Assembly of Academy 
Television Arts and Sciences . 
Xewly elected officers of XTA a 
Oliver A. Unger, chairman 3 
president; Tc<l Cott, v.p. owned < 
tions; Berne Tabakin, v.p. sal 
E. Jonny Graft", v.p. east co 
sales: Peter Kodgcrs, v.p. w 
coast sales: Henrv Grossman, \ 
technical operations: Leonard 
Gruetiberg, v.p. sales de\elopme 
David J. Melanie<L acting trea> 
er; Justin M. Golenboek, se< 
tarv; Robert A. Goldston. ass 
ant secretary, and Leon Peck, as* 
ant treasurer. 

Trade Pates 

FCC's longtime chief of its bro 
east bureau Harold Cowgill. 
slated to be guest speaker at I 
Florida Association of Broadc; 
ers annual confab at Mian 
Seveille Hotel, 15-18 June. 
His subject: License renewals. 

Other trade dates: 

19 April, Los Angeles Chapter 
the American Marketing Associat 
Carolina Fines Banquet Hall, lb" 
wood. Speaker: Kenneth C. Sn)( 
v.p. and radio/tv creative direc; 
Xeedham, Louis & Brorby. His i 1 
ject: The Role of Television 111 1 
Marketing Picture. 

5 May, American Marketing Ass 
atton 6th regional industrial mar 
ing research conference. Waldorf 1 
toria. Xew York Citv. The the 
improving the efficiency of indust 
marketing research. 

12 Maw Connecticut Broadca.- <■ 
Association annual meeting. Wa\* 
Inn. Cheshire, Conn. 
8-9 June, Xorth Carolina Asso • 
tion of Broadcasters spring meet 
Holiday Inn. West Chape! Hill R< 
Durham, Xorth Carolina. 

4-1 1 November, First internatn 
asseinbU Academy of Television t* 

6 Sciences. X T ew York Citv. 
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Prepared by Bazell & Jacobs, Inc. 

Fine. WhO Sharpens yOUr P e O P 1 e ?... The Advertising Federation 
America works continually to sharpen the skills of those who sell this nation's products and services. > All year round, 
nearly every business day, one or more of the 180 advertising clubs of the AFA and the Advertising Association of the West 
across the country participate in workshop sessions or in advertising and marketing clinics. > From June 11-23, AFA will 
iold its annual Advanced Management Seminar in Advertising and Marketing, supervised by faculty members of the 
Harvard Graduate School of Business. At these seminars, advertising executives sharpen skills, gain scope, by working with 
management problems in which advertising is a vital element of the overall operation. For details, write AFA. > Participa- 
ion in these programs makes for more effective businesses and a more vigorous economy. You have a stake in this economy. 
To further your business interests, join AFA-AAW and lend this study program your leadership. You will profit from it. 




PREPARED BY 

THE ADVERTISING FEDERATION OF AMERICA 

6SS MADISON AVENUE NEW YORK 21. NEW YORK 

FOR THE AFA AND 

THE ADVERTISING ASSOCIATION OF THE WEST 

PERRY BUILDING SAN FRANCISCO II. CALIFORNIA 




i r he Advertising Federation of America and the Advertising Asspciation of the West and their 60,000 members marshal the forces of the advertising 
ndustry to protect its freedoms, to promote education in, for and about the profession, and to conduct public service activities through its media. 



a.WGY 



being listened to 
rattier than just 
being heard is the 
difference between 
selling and not 
selling. People 
listen to WGY 
because they like 
WGY PERSONALITY 
PROGRAMMING. 
That's why WGY 
will sell for you 
in Northern New 
York and Western 
New England. 982-20 

REPRESENTED NATIONALLY BY 
HENRY I. CHRISTAL COMPANY 

810 KC, 
50 KW 
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A GENERAL ELECTRIC STATION 
ALBANY • SCHENECTADY • TROY 



enter your 
personal 
subscription 
to SPONSOR 



$8 for 1 year 



$12 for 2 years 




lio 

NEWSMAKE 






tral 
Prioi 



William C. Gillogly, director of >al<*s 
the ABC TV central di\ ision since Jum 
1957. has been promoted to ABC TV via 
president in charge of sales. Chicago ofl 
He replaces James \V. Beach who has witl 
drawn from active association with th 
American Broadcasting Co. A graduate c 
Colgate L.. Gillogly joined ABC in 1951 
an account executive for the network's cei 
di\ isioii. and was appointed eastern sales manager in 19o.' 
he handled local radio/tv sales for WOW, WOW-TV, Omah 



Richard H. Schurre has heen ' named 
Western radio sales manager for the Metro- 
politan Broadcasting properties. He comes 
to Metropolitan from Robert E. Eastman & 
Co. where, for the past three years, he was 
\ice president in charge of the company's 
Pacific coast operations. Prior to that, he 
was general sales manager for KCBS in 
San Francisco. Schutte, who will make his 
headquarters in San Francisco, was for a time associated with CB 
Radio Spot Sales in that city, and other West coast radio outlet 





Dick Kcllihcr has joined RKO General i 
national sales manager of the company 
San Francisco property, KFRC. lie \\i 
headquarter in New York City at the offi( 
set up last j ear by the company for i 
national sales force. Kelliher comes t 
RKO from Adam Young where he has bet 
manager of the San Francisco office: mil 
Western manager in Chicago: and most r 
eentlv. eastern sales manager and assistant national sales manager i 
New York Cit\. Kelliher was educated at the l T niversitv of Chicago 



Herb Mendelsohn, well-known New York 
Cit) broadcast salesman, has joined the 
American Broadcasting Compatn *s flag- 
ship station, WABC, as sales manager. He 
rej)laces Barry Gcogbean who resigned. 
Mendelsohn comes to WABC from WINS. 
New York City, where, for the past fi\e 
\ cars, he had heen chief account execu- 
tive. Prior to his WINS affiliation, he was 
sales manager for the Hart Publishing Co. The new WABC 
executive is married and the father of three children. 




<ali 
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frank talk to buyers o\ 
air media facilities 



The seller's viewpoint 



m writing about the problems of product protection, Robert M. Reuschle, 
i*ieral sales manager of W LAC-TV \ Nashville, can call upon a uniquely 
mied background. He bought time at three top agencies (McCann-Er ickso n , 
SC&B and Y&R), worked for a rep (Headley-Reed) and managed a nhf 
6}let (WHUM-TV, Readings Pa.). Renschle {pronounced rue-shell) feels 
tVt product protection requirements by advertisers are out-dated and unreal- 
ilc and urges a study of consumers on the production protection problem. 



t 

* 

i 
I 



Under toda) 's competitive demand for the best in audi- 
e^e reach, it seems to me television is operating, under 
sne archaic rules which hurt buyer and seller alike. 1 
1 ieve the time has come for a more realistic attitude on 
part of advertisers and agencies on the question of 
juired time separation between "competitive" products 
television. 

In print media competitive ads are "a glance apart" in 
lboards, newspapers and magazines. In network tele- 
yion we see two or more different automobiles advertised 
(iring the same television program and some of the com- 
i^rcials even go so far as to name their competitive cars. 
:>ots are bought by the ton in radio and competitive 
joducts are often read by the same announcer within the 
iine program and just a few T minutes apart. 
Now, don't get me wrong. I am not in favor of run- 
.ng competitive products back to back in tv. But, I do 
k, what, if any. magic is there in 30 minutes, 20 minutes 
' even 15 minutes separation? 

Like most stations, WLAC-TV strives to maintain 15 
inutes separation between competitive products, but it 
n t easy. For example: network commercials are subject 
*> frequent change with little or no advance notice, often 
^suiting in stations having to move competitive spot an- 
buncements. Many advertising agencies, when placing 
*3ot announcement business, send us a long list of products 
hich they claim are competitive to their own. Some beer 
ccounts refuse to have their spots adjacent to a headache 
emedy commercial, and recently we were advised that a 
ommercial for a baking powder was competitive to a pan- 
ake mix. Many agencies fail to notify stations of the 
products which they consider to be competitive but notify 
*s quickly after the) see monitoring reports. Stations also 
*ind that agencies neglect to notify networks when product 
ommercials are changed in network programs and the 
)est warning is when it is caught on the air. 

Let's examine just two examples of this commercial 
; cheduling and sales problem. National account brand 




Does consumer care if competitive ads are 'too close?' 



"A" has bought the station break at 1 p.m. and requires 
15 minutes separation from any product it considers com- 
petitive. It is followed by a feature movie which carries 
participating advertisers on a rotation ba^is within the 
movie. Competitive brand "B" is a participator. The film 
director, when screening the movie prior to its show date, 
determines the most suitable times to break the movie for 
commercial intermissions. Obviously the movie plot and 
action guides this to a great extent. Brand '"B" runs at 
4:13 p.m. and Brand "A" asks for a credit because "our 
policy is 15 minutes separation." 

Now, let's look at a network situation. Manufacturers 
today are diversifying the kinds of products they sell. The 
sponsor and network decide on the list of products which 
may be carried within the network program purchase with 
guaranteed product protection by the network. But not all 
of these products are running within the network pro- 
gram. Yet. apparently, stations are not supposed to sell 
spot announcements adjacent to this network program if 
they are competitive to any of the brands which were 
given network product protection. Obviously this nar- 
rows the field of availabilities which a station can submit. 
Some good spots will have to be by-passed. 

Recently, 1 read where a survey found that on the aver- 
age day a t}pical viewer was exposed to over 500 com- 
mercial messages. When you consider the number of 
soaps, detergents, household cleansers, headache reme- 
dies, stomach remedies, cold remedies, etc.. telecast each 
day. I seriously doubt whether the viewer considers, or, 
for that matter, is even aware of so-called competitive 
products being ''too close" to each other. 

I suggest that, somehow, within the advertising industry 
this problem should be given close inspection. A compe- 
tent research firm could make a study to determine the 
awareness to competitive products being "too close." If 
the results showed that the public is not concerned, then, 
certainly, it would be a great boon not only to stations and 
networks but to ad\ertisers as well. ^ 
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Advertiser responsibilities in radio/ tv 

Recently in Wellington we talked with NAB president 
LeRoy Collin^ about a pha>e of the broadcasting industry 
which, in our opinion mid his. receive^ too lhlle attention. 

Th\> i> the matter of advertiser and agency rcsponsihilil) 
lo die air media — die obligations which all those who \i>e 
and benefit from radio/lv selling power must assume. 

Governor Collins, in hi* KTES >peeeh last month, called 
on the "gentlemen of the advertising world" to recognize and 
cooperate in the work broadcasters are doing lo improve 
quality and asked specifically that advertisers "support our 
codes bv doing business with tbose who adhere lo theni/' 

SPONSOR >tand< sipiarely behind Governor Collins in this 
request. We believe, in fact, that supporting the Tv and 
Radio Codes \> the minimum which broadcasters should ex- 
pect from their advertising customers. 

Actually, the responsibility goes much deeper. Radio and 
tv. unlike other media, are specifically lieen>ed lo operate 
in the public inlerol. And any advertiser who participates 
in radio and tv shares, in our opinion, in this public interest 
responsibility. 

TIhn means more than simply providing commercials which 
measure up lo the industry codes and standards of good prac- 
tice, though that, of course. i> important. 

It means supporting the kind of programs which enable 
the indu^tr\ lo fulfill its public service obligations. 

It means refusing lo support, regardless of ratings, pro- 
grams or program schedules which are destructive of the in- 
du-tnV best interests and clear mandates. 

1 1 mean* backing those station operators who are doing 
an outstanding job of providing the kind of community serv- 
ice 1 called for in their license*. 

Il mean* refusing lo back or providing advertising funds 
for station* clearly neglecting their public obligations. 

Above all. it means thorough and intensive knowledge bv 
agencies, and advertiser* of the working of the broadcast in- 
du*lr\ — so that decisions can be made* nol merely "on the 
ratings/ hul on the higher level of station, network, and 
individual performances. 

These, in sponsokV opinion, are the obligations which 
radio/lv ndterti.*ers owe ihe nation and industry. ^ 



lO-SECOND SPOTS 

Audio: According to a report In 
columnist Karl W ilson, a rating sen 
ice recently phoned 1 .000 men and 
asked. "To whom are vou listening 
at this moment V 1 And 967 of their 
answered: "To my rer/e." 

Video: Karl may have thought th< 
aho\e was a gag. hut L)nn Dernier ol 
ARB confirms the fact that the an 
s\\ ers can he prett) far out. Slu 
cites tin 1 guy who. when asked what 
he'd last seen on tv before he turnet 
it off. replied: "Just lines and wig 
Jes.*' 



Price is right: The retailing firm 
rumored in this space last week a; 
the sponsor of a fall '61 Western en 
try to be called Colt 44.95, will pre 
cede this with summer re-runs. Tin 
shows are to he called: Surjside Two 
jor-Eleven and 76.89 Sunset Strip. 

Voters: Remember, as vou vie\ 
ABC TV's Oscar show tonight, Gi; 
Young's remark to CBS Radio ahou 
Hollywood: "Out there, blood i 
thicker than talent. 7 ' 

In disguise: WSAI, Cincinnati, ha< 
an Internal Revenue agent spend a) 
afternoon at the station last wee 
taking phone calls from listeners wit 1 
income tax problems. So the gu 
that the Treasury Department sen 
over was named Mr. Blessing. 

Big deal: This ad read — ''Look* 
acts, feels like \our own hair" — i 
an attempt to sell hairpieces. T 
some of us this means. "Its string) 
falling out, itchy." 
Sign off: There's a motel in Evan: 
ville. Indiana, that used to have 
sign out front that read. "Free TV, 
until a couple of weeks ago when 
guest cheeked out and drove ana 
with a $225 portable set. 

Comeback: Indianapolis w restlin 
fans have an added incentive fc 
watching WTTV's h o n e c r a c k i n 
show >. because commentator Sal 
Menaeker. an e\-grappler, apparen 
l\ has a few feuds still going. 11 
best fight in months took place dn 
ing the taping of a recent series ( 
bouts, when Dick the Bruiser leapf 
from the ring and ripped Sam's co; 
to shreds. The station announced 
would leave the extra bout on tl 
tape, but did not mention what, 
anything, Sam ripped to shreds. 
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what qualities 

do you look for g 
in hiring salesmen? 



o © 



A wise man once said "What you arc shouts so 
loud that I can t hear what you're saying": There's 
a moral there for buyers of time. Screaming, 
shouting, sensational formats may be popular in 
some places, but Iowans prefer our style. Proof: 
our news and sports ratings have led all the rest 
for years and years. 

Choose your station just as carefully as you hire 
your own salesmen — on the basis of integrity, 
stability and responsibility. In Des Moines KRNT 
and KRNT-TV have these qualities. It's no wonder 
Iowans believe in and depend on the KRNT 
Stations; 

* People have been dialing KRNT Radio for reliable news and 
sports information for 26 years. Highest ratings for years. 

* ARB and Nielsen prove our television news and sports are 
also the "preferred ones". Always top rated. 

* The community knows locally-produced religious and civic* 
minded shows appear regularly in our schedules. 

* Local radio advertisers have given us by far the biggest share 
of business in a six-station market. 

* Local television advertisers have given us 80% of the local 
business in a three-station market. 

Check our ratings with the Katz Man. 
He can help you hire our salesmen, too. 



KRNT 




Radio and TV - Des Moines 



An Operation of Covv/es Magazines and Broadcasting. Inc. 



THE SELLING SOUND FROM SIGNAL HILL /PARTE 



Dave Garroway, 8 years 



Hi-Noon's Cartoons, 7 years 




UNBROKEN 
YEARS OF 
SALES 
EXPERIENCE 



When you buy participating spots on WDAF-TV, you're buying built-in sm 
bility of programming (see above), continuity of audience, the area'] 
most successful air personalities, and a solid selling climate that hasnj 
missed a beat since 1949. That's why we're consistently tops in the t>ir 
Kansas City market . . . and why we consistently move more products fojl 
our advertisers. There's more to the story . . . ask your Petry man about it 



WDAF O TV • SIGNAL HILL • KANSAS CITY • ^ 



jyuiqi o' stiver 




WROC-FM, WROC-TV, Rochester, N. Y. • KERO-TV, Bakersfield, Calif. 

Represented by 

WGR-FM, WGR-AM, WGR-TV, Buffalo, N. Y. • KFMB-AM, KFMB-FM, 

( EdwardY Petry A Yco.. Inc.) 

KFMB-TV, San Diego, Calif. • WNEP-TV, Scranton-Wilkes-Barre, Penn. V_y\3A^y 

WDAF-TV, WDAF-AM, Kansas City, Mo. — 



The Original Station Representativ 



TRANSCONTINENT TELEVISION CORP. • 380 MADISON AVE., N.Y. 17k 



